OCTOBER 1951 


REVEL W 
COSMETICS - SOAPS -: FLAVORS 


mL 
Pt anne 


peed WTea Flee 


give 
protection 
convenience 
sales appeal 


a 


PT Perce EU ren 
es ce ee 


a 


w 
2 
c 
vi 
I 
r 
m 
ui 
uv 
uv 
: 
Ss 
z 
a 
n 
: 
= 


aT heh 


These are just a few of the leading national prod- 

ucts packaged in Wirz collapsible metal tubes. 
For useful data on packaging your powders, 

pastes, soft solids or semi-liquids, write today 


for Wirz bulletin, ‘Collapsible Metal Tubes.” 


New York 17, N. Y. Chicago 4, Ill. Memphis 2, Tenn. Los Angeles 48, Calif. Havana, Cuba 
50 E. 42nd St. 80 E. Jackson Bivd. Wurzburg Bros. 435 S. La Cienega Bivd. Roberto Ortiz & Son 
Export Division—760 Drexel Bidg., Philadelphia 6, Pa 


Collapsible Metal Tubes - Lacquer Linings - Wax Linings - Westite Closures - Soft | 
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MYSORE 
SANDALWOOD OIL 


Since 1913, when the Mysore Department of One of the most famous of Mysore’s many prod- 
Industries was instituted, the industrial A CT | ucts is Sandalwood—Santalum Album 
and agricultural development of My- f Eo 7 4o (Linné). Obtained from selected My- 
sore has gone steadily ahead. Plans to ames, sore heartwood, Genuine Mysore 
develop Mysore’s vast resources will con- ‘ 4 oe Sandalwood Oil, distilled at our 
tinue a record of progress that has earned for My- Linden, N. J., plant, is the chosen standard 


sore its proud title of “The model state of India.” of purest quality by all leading Perfumers. 


“T* Ofdefte Effence Piftiff’rs” 


W. JI. BUSH & CO. 


INCORPORATED 
Essential Oils * Aromatic Chemicals * Natural Floral Products 


WE HAVE MOVED TO OUR NEW OFFICES AT 
19 WEST 44th STREET, NEW YORK 18, N. Y. @ MUrray Hill 7-5712 


LINDEN, N.J. * NATIONAL CITY, CALIFORNIA © LONDON © MITCHAM * WIDNES 
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American Distilled Oils 


lyn Factory 


OILS 


' CLOVE BALSAM PERU OPOPONAX 
NUTMEG CELERY PIMENTO 
ORRIS LIQUID, Conc. GERANIOL OLIBANUM 
STYRAX CITRONELLOL SANDALWOOD 
CASCARILLA PATCHOULY 


also LINALOOL * CITRAL EUGENOL * RHODINOL 


RESIN LIQUIDS 


OLIBANUM STYRAX 
LABDANUM BALSAM PERU 
OPOPONAX BALSAM TOLU 
ORRIS BENZOIN TONKA 


Essential Oils @ Aromatic Chemicals @ Perfume Materials e Cola 


OFFERING ROSE ABSOLUTE 
66 Year 


s of continuous quality service— 
suppliers and manufacturers of— 
Essential Oils + Aromatic Materials + Flavg 


Hat eat Sinecal) 
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CONTENTS e 
Research 


Phe Quality of Otto of Rose .............. 
Why odors of otto of rose differ widely 


G. |. Hackforth-Jones 


Developments in the Flavor Field ........ Morris B. Jacobs, Ph. D. 
New things brought out at A.C.S. meeting 


Outlook for Synthetic Detergents .............. Lawrence H. Flett 


Industry on threshold of new advances 
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How to Make Good Shaving Cream ............. 
Practical suggestions for smaller producers 


How to Light the Factory 


Management and Sales Promotion 


The Small Town Cosmetic Market .............. 
How cosmetic buying differs from larger cities 


Why Simplify Work? 
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How to get capital to take advantage of opportunities 


Cosmetic Excise Tax Collections 
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Flavor Needs of the Armed Forces .............. 
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TO OUR CUSTOMERS 


We would like to remind our customers that we maintain a modern up 
to date technical laboratory, supervised by a well known cosmetic chemist, 
for the sole purpose of helping in formulation of products, improving upon 
present formulas and developing novelties. Should you at any time desire 
the service of this department, please let us know. We will be very glad 
to help you in every possible way. This service is free and we ask that 


you take advantage of it. 


ROURE-DUPONT, INC. 


ESSENTIAL OILS, AROMATIC CHEMICALS AND PERFUME BASES 
GENERAL OFFICES 
366 MADISON AVENUE, NEW YORK 17, N. Y. 


CHICAGO BRANCH LOS ANGELES BRANCH 
510 NORTH DEARBORN ST. 5517 SUNSET BOULEVARD, HOLLYWOOD 


SOLE AGENTS IN UNITED STATES AND CANADA FOR 
ROURE-BERTRAND FILS et JUSTIN DUPONT 
GRASSE (A. M.) FRANCE ARGENTEUIL (S. & ©.) FRANCE 
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Yes, more than 80% of all 
the lemon oil used in the 


United States is Exchange 
Lemon Oil! 


This overwhelming endorse- 
ment by the trade is your 
guarantee that Exchange 
Lemon Oil delivers quality... 
quality in the form of superior 
flavor and unmatched clarity 
and uniformity. 


Always specify it by the brand 
name when you order— 
Exchange Oil of Lemon. 

For complete satisfaction, 
accept no other brand. 


OIL OF 


a a Ped  @ | ad Distributed in the United States exclusively by 


DODGE & OLCOTT, INC. 
U. Fe 180 Varick Street, New York 14, N. Y. 


FRITZSCHE BROTHERS, INC. 
76 Ninth Avenue, New York 11, N. Y. 


Distributors for: 
CALIFORNIA FRUIT GROWERS EXCHANGE 
Products Department, Ontario, Calif. 


Producing Plant: 
Exchange Lemon Products Co., Corona, Calif. 
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to take a close look at 
the odor appeal of your products. 
If the perfume compounds you use 


are not pulling their full weight 


& co.. ine. 
GOL west 26th street, new york I, new york 
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different, and naturally better for the 

skin and hair too. They represent 
cholesterol in its most active and efficient 
form. 
* The AMERCHOLS are non-ionic surfactants 
which we isolate in purified form from 
animal tissues. The AMERCHOLS are stable 
in the presence of acids, alkalies and most 
drugs and we know of no case of an allergy 
due to an AMERCHOL. 
















‘Vai the AMERCHOLS ARE NATURALLY 


Our research laboratories are available 
to you for advice and information. 
Our booklet will help you formulate 

the AMERCHOLS in O/W and 
W/O emulsions. 


| nA r) 


RODucTs 


AMERICAN CHOLESTEROL PRODUCTS 


BB ee ae ee ae ee ee te) ae 
MILLTOWN ————————- NEW JERSEY 
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YOU CAN SAVE A LIFE!... 


Revative.y few of us in a lifetime find ourselves 
face to face with a situation in which, by quick, spontane- 
ous action, we can save a life. Those who have been 
privileged this rare opportunity and have responded 
with heedless regard of consequences to themselves must 
certainly—as long as they live—derive an inner elation 
far transcending that from any of life’s subsequent satis- 
factions. What supreme comfort there must be in the 
knowledge that, because of me, someone else this day is 
still alive! And yet, within reach of nearly everyone read- 
ing these words, this same enriching reward awaits any- 


one who will grasp it. 


As most of us know, there is an immediate and acute 
shortage of life-sparing blood. Unless this deficiency is 
quickly remedied the situation will soon change from one 
that is not just serious, to one critical in the extreme. 
Battle fatalities will mount and our losses in men will be 
incalculable. Wounded sons who might otherwise return 
to the comfort of families and friends will fail, in grow- 
ing numbers, to make the journey home, deserted—in 
truth—by those whose freedoms they sought to preserve. 
By giving so littke—a small donation of your blood to 
the AMERICAN RED CROSS—YOU can insure one 
man’s safe return. And if you are in an executive capacity 


in your firm, you can multiply many times your aid to 


this great, national need by sponsoring and encouraging 


voluntary group donations from the other able and will- 
ing members of your organization. Remember: YOU can 


save a life! But don’t delay . . . act today! 


FRITZSCHE BROTHERS, INC. 


(Because of its great urgency, we deem it 
a privilege and a duty to use this 
space for the above appeal.) 





PILLS PREFERRED.... 


Whatever its form, whether tablet, capsule, emulsion, powder or pill, the pharmaceuti- 
cal preparation will enjoy readier acceptance if its flavor is appealing—not repelling— 
to the average person's taste. Occasionally, there is the ingredient that defies even the 
most skilled effort to achieve complete flavor coverage, but in no case is such effort 
entirely without certain improved effect. It is when the pharmaceutical manufacturer 
is faced with problems of flavor—whether simple or complex—that the facilities and 
experience of our 80-year old establishment can serve him to profitable advantage. 


FRITISCHE 
ee sf 
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BRANCH OFFICES and *STOCKS: Atlanta, Georgia, Boston, Massachusetts, * Chicago, Ulinvis, Cincinnati, 
Obio, Cleveland, Obio, *Los Angeles, California, Philadelphia, Pennsylvania, San Francisco, California, 
*St. Lowis, Missouri, *Toronto, Canada and *Mexico,D.f. FACTORY: Clifton, N. J. 
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FOR EXPERT HELP 


AN ARCHITECT 


fume, it’s just as logical to ask the 
assistance of the best thinking and ability in perfume. 
Here, at hand, is a vast technical experience, a wealth 


of inspiring research discoveries, the finest of perfume 


materials, able creative ingenuity . . . eager to advise 


and serve your perfumer. 


MANUFACTURERS AND CREATORS OF THE FINEST 


van Gmeringen - haebler, inc. 
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or 
Ammonium Thioglycolate 


Purity in Tonnage Produced by Specialists in 


the Sulphur Compounds Field. 


This Ammonium Thioglycolate meets the metic- 
ulous demands of leading cosmetic manufac- 
turers and it's stability and uniformity have 
been firmly established in the entire Permanent 


Wave Industry 


HALBY PRODUCTS Co. 


witMIinNGton, DELAWARE 


Sales Representatives 


East of Rockies: Western States: 
STANTON SALES CO. McNERNEY CHEMICAL CO. INC. 
14 NORTH MICHIGAN AVE. 2800 EAST ELEVENTH ST. 
CHICAGO 2, ILL. LOS ANGELES 23, CALIF. 


Canada: P. N. Soden & Co., Ltd., Montreal 
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Imagination and ingenuity transform 
graceful Duraglas stock bottle (A-8309) 


into a package that's uniquely yours! 


. P RUCE- UP with no mark-up 


DD YOU EVER REALIZE 
that you can give your line a pack- 
age that’s distinctly yours at no 
extra cost? 

Owens-Illinois has more than 
1400 different sizes and styles of 
stock-mold Duraglas bottles. 





= 
a 


Among them you're sure to find one 
that is just right for your product. 
Then, skilled packaging designers 
at the Duraglas Center help you 
achieve an unusual label and closure 
effect to make a package that wins 
friends and makes sales. 





Even in unusual times, there is wide 
latitude to the individuality you can 
give your product. And, remember, 
no matter what market conditions 
may be, it doesn’t pay to let your 
package get out of the habit of 
selling. 


Las bottles are protectors of quality 


OWENS-ILLINOIS GLASS COMPANY + TOLEDO 1, OHIO - BRANCHES IN PRINCIPAL CITIES 
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OTTO of ROSE ‘ 


Alternate F.C. 


A brilliant achievement in synthesis, 


reproducing for the first time all of 


the full, rich, characteristic notes of 
true otto of rose . . . $65 per |b. 


JASMINE SURFINE 


Alternate 


Perfumers will appreciate the tre- 
mendous potentialities of this ex- 


cellent product ... $75 per lb. 





FLEUR D’ORANGER 


Alternate 


In products where discoloration is 


a problem we recommend FLEUR 
D'ORANGER C. 


Either item . . . $25 per lb. 
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Your Product will be in good company at the 
Private Brand Division of Avon Products, Ine. 


The good companions will be those well-estab- 
lished brands of fine cosmetics and toiletries that 
are forging ahead, steadily building regular repeat 
sales . . . quality products whose manufacture is 
confidently entrusted to the skilled care of an ex- 
perienced staff of workers under the direction of 
cosmetic technicians of renowned ability. Avon’s 
executive staff includes specialists in every branch 
of cosmetic and toiletries production. 


Avon’s laboratories have had more than 60 years 
of experience in the manufacture of quality cos- 
metics and toiletries . . . experience for which there 
is no quick substitute. And it is that experienced 
treatment that keeps a quality product in the best 
company at the point of sale. 

If your plans call for increased volume, why not 
at least explore the possibility of improving your 
quality! 


30 Rockefeller Plaza, New York 20, New York 


STRATEGICALLY LOCATED PLANTS & LABORATORIES 


Pasadena, California « Montreal, Canada 


© Suffern, New York « 
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Why are DREYER SYNTHETIC SCENTS 


quite baffling to a bee? 


A bee could well have trouble telling the difference 
between a Dreyer Perfume Scent and Nature’s original. 
flower odor it authentically duplicates. 


What’s more, the stability, substance, long-lasting body, 
and uniformity of Dreyer Floral'Creations and Bouquets 
often make them more satisfactory than the originals. 


Quality perfume products cost you less to produce, with 
Dreyer Odors. Dreyer’s stabilized prices mean extra nice 
profits. Prove it by sending today for the whole story 

of Dreyer Perfume Creations. 


aT 


P. R. DREYER Inc. DREYER 


19 WEST 19th STREET, NEW YORK for Essential Oils, 


Aromatic Chemicals, Perfume Compounds 


YOUR NAME 
STREET 
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Dispersion Mill 
A new type of mill for making 


thixotropic dispersions, including 
emulsions, has recently become 
available in a slightly modified 


form. The unit can be hooked into 
the regular production line as is 
done in many paint factories where 
the product is pumped from the 
manufacturing tank into the mill 
and from the mill to either the 
storage tank or filling hopper. 

This mill claims to use a com- 
pletely new oe theory utiliz 
ing high speed acceleration of ag- 
glomeraters. Kinetic energy is con- 
verted to work energy by a violent 
change direction of the agglom- 
erate motion. At the point of di- 
rection change, the mass is im- 
pacted with terrific force against 
a stationary member of the disper- 
sion head. A hydraulic turbulence 
further disperses the agglomerates. 
The entire procedure is repeated 
thousands of times during the 
batch cycle. 

Various size mills are available 
to give a different production rate 
for a water inlet and outlet is 
required and a constant force of 10 
pounds or more air pressure at two 
cubic feet per minute must be 
available. The models have a ca- 
pacity of from 20 to 230 gallons per 
hour and are priced about the cost 
of a roller mill of the same capac- 
ity. 


Remove Layers of Skin 


Appearing in the Journal of Jn- 
vestigative Dermatology, Volume 
16, page 388, 1951, Pinkus reports 
a novel method for stripping the 
horny layers from the skin, prac- 


tically one layer at a time until the 
live layer is reached. 

Essentially the procedure con- 
sists of using what is commonly 
known as Scotch Tape, applying it 
to the area under test and carefully 


esiderata 


by MAISON G. pENAVARRE, F.A.LC. 


removing it. A single dead layer 
attaches itself to the tape. The 
process can be repeated until the 
live layer is reached. 

The author finds that on the 
flexor surface of the forearm there 
are from 10 to 20 layers of dead 
horny cells. 


Triethanolamine Lauryl 
Sulfate Paste 


Some months ago this Depart- 
ment reported the ‘availability of a 
70 per cent paste of the aforemen- 
tioned material. Through some 
unexplainable mix-up the sup- 
plier informed inquirers that the 
product was no longer available. A 
discussion of the matter with the 
supplier brings forth the knowl- 
edge that the material is available 
except for very large quantities. 


Preventing A Stroke 


This subject has little to do with 
the purpose of this column except 
that “strokes” are a source of con- 
cern to all particularly those of 45 
years of age. In this line an article 
by Bolton in the American Medi- 
cal Association publication “To- 
day’s Health” for September, sug- 
gests some safeguards that all men 
past 45 should follow. Because of 
the intimate interest we all have in 
the subject we take the liberty of 
reprinting quotations from this 
Journal. 

The following precautions were 
recommended in the article: 

1. Obtain prompt, active treat- 
ment of systemic diseases. 

Do not 


become or remain 
overweight. 
3. Watch blood pressure that 


tends to become high. 
4. Obtain regular physical check- 


ups. 


“Strokes vary from widespread, 











M. G. deNavarre at work in his laboratory 


devastating ones that bludgeon 
their victims into oblivion to tiny 
ones producing such vague, indefi- 
nite signs that they often escape im- 
mediate detection,” he wrote. The 
basic cause in both extremes is 
identical: escape of blood into the 
brain tissue. The amount of bleed- 
ing and its location near to or far 
from vital centers or important 


nerve pathways are the chief fac- 
tors that determine severity in 
strokes. 


“Not all strokes are the result of 
direct escape of fluid from blood 
vessels into brain tissue. Some phy- 
sicians lean strongly to the belief 
that temporary spasm in a blood 
vessel may be a common cause. 

‘Another fairly common event is 
formation of a clot within one or 
more of the tiny arteries in the 
brain. 

“There is increased possibility of 
stroke in certain diseases.” 

In 1900, stroke was seventh 
among the chief causes of death. 
The general opinion is that a 
stroke is usually the result of a com- 
bination of circumstances. 

“It is basically a disorder of ad- 
vancing age, of tissue changes in 
the body, and that fact explains 
why it has come into prominence 
in recent years,” according to Dr. 
Bolton. “It may become even more 
significant, since an ever increasing 
number of our population are 
older people.” 

To the average person, he said, 
the term stroke applies to the ob- 
vious result: the paralysis of facial 
muscles or arm or leg muscles, 
often on only one side of the body. 
In the nonfatal cases, however, the 
victim may make a gradual come- 
back after the initial shock, which 
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Sheffield—first to put 
toothpaste in tubes, in 1892 
— has served packagers for 
over half a century in pro- 
ducing billions of tube; 
for — 


MEDICINAL ointments — 


salves — jellies — extracts. 


DRUG AND COSMETIC 
pastes — creams — shav- 
ing preparations — deodor- 
ants — depilatories. 


INDUSTRIAL AND 
HOUSEHOLD cements — 
adhesives — compounds -— 
greases — paints — fillers 
— food pastes, syrups, and 
creams. 








Your Réliable Source for Collapsible Tubes 


Through periods of ready supply and shortages alike, hun- 
dreds of leading firms have relied solely on The Sheffield 
Tube Corporation to furnish all their tube requirements. 
Why not place your confidence in Sheffield’s century-long 
record of service! 

You can depend on Sheffield’s continuity of manufactur- 
ing experience to produce value all the way. Call on the 
Sheffield representative nearest you for information and 
assistance. 

All types of tin, tin-coated, aluminum, lead, and Sheffalloy 


tubes. Free samples and catalog. Remember, packaging in 


Sheffield Tubes gives your product a container that is 


Sturdy @ Safe @ Sanitary @ Smart @ Convenient. 


THE SHEFFIELD TUBE CORPORATION 
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is usually accompanied by varying 
periods of unconsciousness. 

“The least severe strokes consist 
of little more than oozing in so- 
called ‘silent’ areas of the brain,” 
Dr. Bolton declared. “Many a per- 
son has six or eight of these, per- 
haps even more, before effects be- 
come evident. In numerous in- 


-— 


stances, examination of the brain 
following death from an entirely 
different cause, such as pneumonia 
or heart disease, has revealed many 
areas in which little strokes had 
occurred years earlier. 

“Some authorities feel that this 
form of stroke is commoner than 
even many physicians suspect.” 


- Questions and Answers 
| 


900: Perfume Sachet Formula 


Q. Please send a formula for man- 


ufacturing perfume, sachet and 
shaving lotion to retail for $1.00. 
N.Y. Texas 


A. Replying to your penciled note 
returned on one of our mailing 
pieces, in general a perfume ts 
made by dissolving from one to 1% 
pounds of perfume oil in enough 
alcohol to make a gallon. The per- 
fume oil can be any compound of 
your choosing as supplied by any 
of the various advertisers in The 
American Perfumer. Usually an ad- 
ditional fixative such as Tr. musk 
ts added with up to 5 per cent floral 
water to better develop the frag- 
rance. A sachet is made by dis- 
persing from 5 to 10 per cent of 
perfume oil in starch or some 
other inert powder such as the fin- 
est talc. In the case of a shave lo- 
tion many things can be used, how- 
ever try dissolving about Yo per cent 
of a suitable perfume oil in 50 per 
cent alcohol and tinting to the 
proper color. Add 1 to 5000 con- 
centration of menthol followed by 
\ per cent lactic acid. 


901: Dental Cream 


Q. The basic problem which con- 
fronts me at the present is the pro- 
duction of a dental cream with a 
smoother appearance. Our prod- 
ucts have a smooth appearance at 
first but after two or three months 
they become very rough and 
spongy. The constituents of our 
dental cream are as follows: ppt. 
chalk, CMC, glycerin, flavor, so- 
dium lauryl sulfate & water. T.M. 
Idaho 


A. Sponginess in a dental cream 
may be a result of coalescence of 
finely divided air bubbles formed 
during manufacture or of decom- 
position resulting from reaction of 
acid reacting ingredients with cal- 
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cium carbonate. For example gly- 
cerin is acid in reaction and pur- 
ified sodium sulfate is also acid in 
reaction. Both will cause the re- 
lease of carbon dioxide from the 
carbonate. The way to overcome 
this in part is to allow the finished 
paste to mature for a while before 
it is packaged into tubes. Changing 
your formula would not solve your 
problem unless you eliminated all 
the acid reacting ingredients. 


902: Uninflammable Deoderant 


Q. Could you kindly inform me 
what ingredients I am able to use 
to make a non-inflammable, alcohol 
spray deodorant with the same 
odor to be used in a similar plastic 
squeeze type spray. R.Y. Mich. 


A. The best thing you can add to 
your deodorant to render it non- 
inflammable is to dilute with water 
to the point where the alcohol con- 
tent is not over about 35 per cent, 
preferably still lower. Be sure the 
perfume is compatible with poly- 
ethylene. 


903: Cold Wave Solutions 


Q. I want to make both a cold 
wave solution for home permanent, 
and one for shop use. I would be 
very grateful if you could give me 
a formula upon which I could base 
my experiments. I also would like 
to have your advice about a good 
antioxidant to be used in the man- 
ufacturing of lipsticks. B.B.V. Ar- 
gentina 


A. You can make a cold waving 
solution for home use that will 
contain from 314 to 5 per cent of 
ammonium thioglycollate calcu- 
lated as thioghycotie acid. To thi. 
add about 2 per cent free ammo- 
nia. It is also desirable to add 
about 2 per cent of an acrylic resin 
emulsion to make the solution 
milky. Professional solutions run 








up to 8 per cent thioglycolic acid. 


Probably the best anti-oxidants 
patented for lipstick or other uses 
N.D.G.A. and butylated hydroxy 
anisole. 


904: Dry Cake Rouge 


Q. This Company is interested in 
the purchase of materials and 
equipment for the manufacture of 
dry pressed rouge. We haye little, 
or no first-hand knowledge of the 
technique in manufacturing this 
particular product, and _ conse- 
quently we are not well equipped 
to decide exactly what type of press 
would be best suited to our needs. 
D.S.1. Jamaica 


A. We can assure you that your 
prospective project of making dry 
cake rouge is one fraught with 
grief. Generally speaking the colors 
are ground together to a uniform 
blend with the filler and carrier. 
Light precipitated chalk and talc 
with an occasional amount of ka- 
olin are used with traces of titan- 
ium or zinc-oxide in some shades. 
The pigments and colors are then 
wetted with a _ binder, forced 
through a screen which produces 
granulations of varying sizes, dried 
and then pressed into pans. Among 
the binders that have been used 
have been plain water, starch sus- 
pensions, tragacanth mucilage and 
bentonite magma. Anywhere from 
one to three ounces of binder are 
used per pound of powder. We are 
sending you the names of some 
equipment suppliers in England 
under separate cover. 


905: Cologne Stick 


Q. I have a formula for a cologne 
stick which I would like to have 
you check. The formula is a little 
different from the one given in the 
January, 1951 American Perfumer. 
The difference seems to be the ad- 
dition of water. Now then, can 
you explain (Alcohol 40)? Out 
here the climate calls for a hard 
bodied stick. Should I need to 
add a wax to get such a body? I 
would appreciate information on 
how to combine the wax into the 
formula or how to best replace the 
sodium stearate. ].L.M. Ohio 


A. Alcohol 40 means special de- 
natured alcohol 40. The glycerin 
in your formula tends to overcome 
the dry feeling on the skin and to 
give a clearer stick. You can leave 
it out if you like. If adding waxes 
be careful to add only alcohol sol- 
uble waxes such as beeswax. If _ 
use menthyl do not use more than 
131000. 
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f JHE most isolated homes in this country, socially, 
aside from a cabin on an unsettled quarter sec- 
tion of prairie, are probably the average income 

homes of those in big cities, while those most closely 

following each other in current buying habits are 
homes in small town areas, where each cosmetic user 
follows the buying pattern of all the other women. 


Larger Use of Face Powder 


Typical of this characteristic is the face powder mar- 
ket in small towns compared with that of the larger 
cities. In the small town face powder is used by 83.0 
percent of the women. This proportion declines in in- 
verse ratio to the increase in population of the larger 
towns and.cities. In cities of a hundred thousand or 
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less 82.8 percent of the women are users of face pow- 
der, 81.6 percent in cities of a hundred to five hundred 
thousand and 79.5 percent in cities of a half million or 
over. 


The reverse of this however, occurs in the lipstick 
demand. This is lowest among small town women, 93.3 
percent, and greatest, 95.8 percent, in cities of less than 
a hundred thousand. Approximately two thirds of 
these purchases are made at drug stores and the 
greater portion of the remaining third at department 
stores. 

Cake makeup has only a small part in the small 
town cosmetic pattern where only 19.8 percent of the 
women use this type of cosmetic whereas the propor- 
tion of the users in cities of a half a million and over is 
25.4 percent. Half of these purchases are made at drug, 
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a quarter at department and less than 20 per cent at 
five and ten cent stores. 

Cream and liquid makeup base have less popularity 
with small town users than in the big cities. The quota 
of users in the small towns, 20.8 percent of the cream 
and 7.8 percent of the liquid, increase to 24.1 percent 
of cream cosmetic buyers and 8.2 percent of liquid 
makeup base in the large cities. 

Stick makeup enjoys a popularity with only 3.6 per- 
cent of the small town women, according to one sur- 
vey and 1 percent by a slightly earlier survey. 

Cake rouge is used by 41.4 percent in the small towns 
while the users of cream rouge is 11.8 percent according 
to a country wide survey. In the central states 74.9 per- 
cent of the women use cake rouge and less than half of 
one percent liquid rouge. 


Eye Make-Up 


Eye shadow makeup among small town users has 
only about 60 percent of the popularity in the larger 
cities, 7.1 percent compared to 11.6 percent. Over the 
past few years a steady decline has also occurred here 
in the preference for this sort of makeup. In 1938 its 
patrons were about 21.2 percent of the cosmetic users. 

Eyebrow pencil enjoys a better market, maintaining 
an acceptance by 22.5 percent of the cosmetic small 
town users; mascara 23.3 percent and cream mascara 
11.5 percent. 

The one time popularity of skin astringent is wan- 
ing. Today it is purchased by only 15.1 percent of 
small town users compared to 41.5 percent ten years 
ago. 

Cleansing, all purpose and cold creams, on the other 
hand, are used by 71.7 percent of those in small town 
areas, a greater proportionate consumption than in 
the larger centers. Of these sales 70 percent are made 
by drug and five and ten cent stores. 

In the middlewest a survey of small town cosmetic 
users, Cleansing cream was a favorite with 69.7 percent 
and cold cream with 73.5 percent, which are substan- 
tially the buying proportion disclosed by a country 
wide survey. 

Vanishing or foundation cream enjoys its greatest 
popularity in small towns, 25.8 percent of the women 
being users compared to 19.4 percent in the larger 
cities and 21.1 percent in cities with populations of a 
hundred thousand to half a million. 

Sun burn remedies, on the other hand, enjoy less 
popularity in small towns than in cities, a consumpion 
by 6 percent of cosmetic users in the small towns and 
10.1 percent in cities. 


Use of Hair Preparations 


Cream shampoo and hair oil are predominantly 
small town favorites. Hair oil claims 10.1 percent of 
small town users compared to 9.1 percent in cities of 
over a hundred thousand and 8 percent in those of 
half a million or more. The popularity of this item 
however, is also waning with a decline in consumers 
from 19.2 percent in 1940 to the present average of 
slightly over 9 percent. 

The current use of cream shampoo has the same 
small town and city market ratio, 44.6 percent of small 
town women and 38.5 percent of the women in cities 
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of half a million or. over. Drug store sales, here repre- 
sent approximately two thirds of the distribution. 

In relation to hair rinse, there is little difference in 
the small town consumption and that in the larger 
cities, 16.1 percent in the former compared to 17.5 per- 
cent in cities of a half million and over and 15.6 in the 
smaller cities. The sales by drug stores, here represent 
half of the distribution, five and tent cent stores 35 per- 
cent and 8.1 percent by department stores. 

The use of hair tonic is also evenly divided between 
the small and larger population centers, 5.6 percent 
among small town users, 6.4 percent in cities of over 
half a million and 5.2 percent in the smaller cities. 

Home permanent wave sets have naturally their wid- 
est acceptance among small town women, 40.4 percent 
compared to 33.4 percent in the larger cities and 38 
percent in cities of less than five hundred thousand. 

In the distribution here drug stores lead with over 
two thirds of the sales. In the past five years these sales 
have grown from less than 8 percent of women con- 
sumers in 1945 to approximately 50 percent today. 

Wave set capsules are used by only 5.9 percent of 
small town consumers, compared to 8.4 percent in the 
big cities and wave set lotion by 7.2 percent in the 
towns, 9.6 percent in the larger cities and 7.5 to 8 per- 
cent in the cities of less population. 


Hand Products 


The sale of hand cream is rather evenly divided not 
only between town and city users but it has maintained 
a remarkably uniform sales volume over the last decade 
and a half. Today it is used by 28.2 percent of small 
town women, 27.4 percent of the women in cities of 
over half a million and 26.6 in smaller cities. Since 
1937 this sales volume has remained practically uni- 
form with nearly three quarters of the sales by drug 
and five and ten cent stores. 

Hand lotion has followed much the same pattern, 
with a 68.8 user consumption in small towns compared 
to 61.9 percent in cities of half a million and more, 
with approximately 75 percent of the distribution 
through drug and five and ten cent stores. 


Nail Polish and Cologne 


In the sale of nail polish there occurs a marked 
difference between city and small town sales, 59.4 of 
the small town women using nail polish and 72.2 per- 
cent in the larger cities. Over 90 percent of the distri- 
bution is through department and drug stores, five and 
ten cent stores in this instance accounting for but 6.2 
percent of the sales. 

The small town trade in toilet water holds a marked 
contrast to that of the cities, 47 percent of the women 
in small towns using this toilet accessory, 60.1 percent 
in the larger cities and 53 percent in cities under half 
a million population. 

Ninety eight percent of the sales of toilet water are 
by department and drug stores. For ten years the pro- 
portion of users has changed but little, 49.5 percent of 
the women in 1942, 52 percent at the present. 

There is however a marked change in brand prefer- 
ence, 65 percent of the small town users expressing a 
brand preference today where but 35 percent ex- 
pressed such a preference fifteen years ago. 


The American Perfumer 





eee 





new 


: 





How to Make Good Shaving Cream 


Practical suggestions, especially for the small producer, on 


the formulation and manufacture of shaving cream and shav- 


ing sticks ... Empiral formulas and points to bear in mind. 


Cc. DOUBLEDAY 





ost readers of books about cosmetic formula- 

tion will be au-fait with the various formulas 

for shaving creams; and after a try-out of some 
of them will probably wonder if they have been actually 
produced as written and with the modus operandi 
shown. 

There is a big difference between a batch of five 
pounds and one of five hundred pounds; for example: 

1. The smaller batch can easily be neutralized if 
showing a too strong alkaline reaction when tested. 
That is, it is much easier to stir the mass from the 
bottom to make sure that the addition of the neutral- 
izing agent has had the necessary action. 

2. The rate of saponification of the different oils 
etc. makes it difficult to avoid the cream becoming 
lumpy because of the formation of different soaps. In 
a small batch this formation can be more easily averted 
by quicker and easier manipulation. 

3. The rate of cooking of a small batch is very much 
quicker; the longer a soap, of a soft consistency, is kept 
hot the more prone it is to become yellowish in colour. 

It is not the slightest use trying to produce on a 
large scale without proper equipment; and then it is 
debatable whether it is better to make a series of small 
batches, only 200 pounds, than large ones of, say, 500 
pounds. 
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First of all let us discuss the question of irritation 
caused by some creams. This can be masked by using 
menthol in a sufficient quantity to act as a local 
anaesthetic. 

Although the sting is not felt at the time of shaving 
it will have an effect upon the skin later in the day, 
and a bad effect as the years go by. 

How can the oils and fats be completely saponified 
without the product having a slight irritating effect 
upon the skin? 

It is an impossibility without adding a “buffer”; in 
cake or stick soap the salting out process can be used 
but not in a soft cream. 

One formula showed an addition of brine, sodium 
chloride solution, but this did not have the desired 
effect. Potassium chloride was a little better. It is 
supposed that this advice was given with the idea of 
“salting out’, but the creams still showed the same 
degree of alkalinity. Early experiments by the writer 
used to contain the exact amount of alkali needed for 
complete saponification but not once could these pro- 
duce a soothing shave, if such a definition could be 
applied to the operation. 

The method of adding a weak acid was tried, citric, 
boric and adipic, and in small quantities, but real 
comfort was not obtained. 

Later experiments included using borax and trieth- 
anolamine as part of the alkali; the effect was a little 
better, this idea being that these two retard the 
hydrolysis caused by a wet shaving brush but they 
seemed to also act as a wetting agent on the skin thus 
making a carrier for the potash. 


Principal Causes of Irritation 


Through many experiments it has been established, 
at least in the writer’s opinion that using hydroxides 
of not sufficient purity, are really the principal causes 
of irritation. 

In the first formula given, two experiments were 
made, one using the purified discs, two using 83 per 
cent flake. Every care was taken to ensure correct 
weights. 

Experiment number one gave a pH of 7.0, number 
2 a pH of 8.5 but it will be noted that the hydroxide 
had purposely been under-calculated. Several brands 
of cream were tested and not one gave a pH under 10. 
In number 2, using the weaker crude potash, the entire 
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amount to bring up the percentage of hydroxide to 
8g p.c. was used of course, 

Incidentally in using the indicator, the soap is dis- 
solved in hot water. If done by the orthodox method 
it would have shown a shade under neutral. But 
hydrolysis with a wet shaving brush was kept in mind. 

Ihe purified sticks are too dear but the discs are 
cheap enough to warrant being used in a shaving 
cream. 

In using the crude potash it has to be considered 
how much of the crude carbonate is decomposed and 
how much left in solution. 

Before giving a formula it should be explained that 
the best grade castor oil is a favorite ingredient with 
the writer in all forms of soap creams and liquid soap. 
Apart from the fatty acid content it has been found 
exceedingly useful in shaving creams for the following 
reasons: 

It gives more body to the cream preventing it from 
becoming too sloppy when lathered on the face; upon 
ageing it prevents the cream becoming too thin and 
prevents water oozing out when tubed. 


Specimen Formula 


There is no perceptible odor, and no darkening in 
Cc 
colour; and last but not least a castor oil soap is a good 
buffer against the alkalinity of the soap in solution, or 
on the wet brush. The percentage shown does not 
affect the lather. Let us now consider a specimen: 


FORMULA NO, 1 


Coconut oil 10-0 
Castor oil 2-0 
Fatty acids myristic 5-0 
Stearic acid 25-0 
Potassium hydroxide 89/90% disc 9-5 
Borax 9-5 
Di-glycol stearate 2-0 
Stearyl alcohol 1-0 
Liquid paraffin 1-5 
Sorbitol Syrup 5.0 
Water 45-0 


Che coconut oil was white but not hydrogenated. 
The Myristic acid was the commercial grade. 

Coconut fatty acids could be used but they do not 
give such a white cream. The stearic acid is triple 
pressed. 

Di-glycol stearate was used because glyceryl mono- 
stearate shows a slight granular effect when it breaks 
down in the presence of borax. Although rectifying 
itself when the cream is cold it is apt to give a more 
pronounced granular effect. Di-glycol stearate also 
breaks down but not to such an extent. In fact it is 
hardly noticed. Furthermore it keeps the cream a little 
softer in a way similar to a humectant. Polyethylene 
glycol is ever: better in that respect and has been found 
to stop a somewhat thin cream from creaming on top 
when the cream is aged for a short time, but of course 
the humectant sorbitol will do all that is required, 
but a glycol will also give a “body” to the lather. Cetyl 
alcohol can be used or a mixture of the two, or the new 
type of polmerized stearyl alcohol. Stearyl alcohol, by 
the way, will allow the cream to hold a little more 


water, and incidentally it will make the cream a little 
whiter. 
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Liquid paraffin not only helps to secure a white 
cream but it is one of the best buffers against irritation. 

Sorbital is one of the best humectants. When a pro- 
per consistency has been decided upon, the cream does 
not become softer. Sodium alginate and methyl cellu- 
lose have been tried as stabilizers but have been found 
difficult to work in by the process which follows. Fur- 
thermore they make the cream dry much quicker on 
the face, and of course retard the lather too much, 
but these may not have the same effect in other 
formulas. 

Another factor to be considered is the possibility of 
increasing surface tension, whereas in a shaving cream 
it should be the object to reduce it, for easy shaving. 

A cream that will give an excellent shave with one 
type of razor and blade will not appear nearly so good 
with another type. Likewise the brush that gives a 
good lathering effect with one type of cream will make 
another appear too thin or too pasty. For example, 
hogs’ hair gives too thin a lather while that from bad- 
ger (so-called) is too pasty. The best lather from this 
formula is given by a brush with bristle a bit stiffer 
than badger. The others give only a little difference 
either way and that is why this formula is given. The 
following method of compounding is probably a breach 
of all the laws of soap making, but never-the-less is one 
that is easy without expensive equipment, even for a 
200 pound batch. 


Processing 


The usual method is to make: 

1. Different soap and mix afterwards. 

2. Saponify the oils, that take the longest to process, 
by using the necessary amount of alkali; then add the 
remainder of the lye, followed by the acids. 

The process is as follows: 

1. Measure the water and place in a container of 
stainless steel, that should be able to hold at least fifty 
per cent more than the combined formula. 

2. Add the potash and borax, stir until dissolved. 

9. Add the oils and fatty acids cold, this avoids the 
fatty acids saponifying too rapidly and forming lumps. 
The heat of saponification will start the reaction. 

j. Then place the container in the heater bath and 
commence to heat. Stir at intervals until saponified; 
this will be noted if the stirrer is lifted out of the liquid 
and allowed to be lowered. As soon as the drops ap- 
pear as clear as glass, we are sure that the irritating 
fatty acids of coconut oil, and the coconut oil itself 
are all saponified. 

5. The remaining solids and mineral oil can be 
added without first melting. Stirring could be at inter- 
vals whilst the stearic acid is melting by itself. ‘This 
can be added in small quantities and stirred until 
effervescence ceases. By this method the violent action 
can be avoided, or the stearic acid can be added in 
lumps and stirred until melted. Leave covered in the 
heater bath for an hour at least. 

6. Now add the sorbitol syrup. At this stage it will 
be noted that the whole mass liquefies fairly quickly. 
Sorbitol and borax are incompatible in this formula 
and while the heat is continued will remain liquid. 
Also if there is any sign of lumps these will become 
homogeneous. 

Regarding the heater bath it must be stressed that 
the container should not be higher than a few inches 
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above the bath and should have a lid to fit. It should 
not have a space of more than two inches between it 
and the sides of the bath. This is to insure that the 
saponification will get as much heat as possible. If for 
example the container showed about a foot above the 
bath the temperature of the soap would be seldom more 
than 85° even with a lid as too much would be ex- 
posed to the cooler air. 

In a large container heated with super-heated steam 
130°C, if the top of the soap is not continually stirred 
the temperature would probably never be more than 
go°C. Of course, the width of the vessel compared to 
the depth should be as little as possible. 


Use of Castor Oil 


[he writer has done good work with one 28 in. deep 
and 23 in. wide. This will hold 150 pounds and is 
easy to handle. When the soap shows signs of cooling 
it must be stirred at periods, otherwise with the excess 
of stearic acid it will be subject to crustation. 

Even this cream with an excess of stearic acid will 
irritate slightly if used when freshly prepared; but 
after a week it will give an easy shave. It will be noted 
that castor oil is used in both formulas in a percentage 
of about 2 per cent; this oil is a good buffer in all forms 
of soft and liquid soaps but the principal reason is that 
even with potash only, castor oil soaps have good 
stabilizing properties. Another important point is that 
these soaps will not discolour with age. 

More than two per cent of castor oil could be used, 
say about four per cent, but above that, except in liquid 
soap, the lather would be reduced. 

Both these formulas showed a pH of 7 when tried in 
the most drastic way, the soap being dissolved in hot 
water, 95°C, admittedly as near neutral as a soap could 
possibly be. Tested with phenolphthalein and when 
cold, no colour reaction was shown. 

Since commencing this article a sample of German 
caustic potash commercial has just come to hand. It 
is 88/92 per cent and is nearly white and granular. It 
is not as pure as the American discs but gives very 
good results. Formula No. 1 was tried out with Ger- 
man potash and gave a pH of 7.5 against 7 of the discs. 


FORMULA NO, 2 


Chis one shows the fatty acids to be of a much larger 
content than in No. 1. 


Coconut Oil 5.0 
Coconut Fatty Acids 13.0 
Stearic Acid 18.0 
Castor Oil 3.0 
Caustic Potash 88/92% flake 9.0 
Calgon 0.5 
Borax — 
Lanolin 3.0 
Glycerin Mono Stearate 3.0 
Diglycol Stearate - 
Cetyl Stearyl Alcohol 3.0 
Polyethylene Glycol - 
Glycerin 1.0 
Sorbitol Syrup 4.0 
Water 36.0 
pH readings in hot water 7. 
ph readings in alcohol 80/pc 6. 
Pourable at temperatures Paste at all tests 
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In this formula it will be noted that the fatty acids 
have been doubled and the coconut oil reduced; the 
ratio reversed. 

Fatty acids give more, and a softer, lather, but it does 
not have the same amount of “body”, therefore the 
castor oil has also been increased. 

Stearic acid is also reduced a little. Lanolin replaces 
liquid paraffin and G.M.S. replaces diglycol stearate 
to give a little more “body.” 

Polyethylene glycol is a new addition to shaving 
creams. 3 

Ihe original intention was to replace diglycol and 
glyceryl monosterate; the first named has a slightly fatty 
odour that is somewhat persistent with age, and the 
G.M.S. is inclined to crust the cream if kept a little 
longer than necessary. Polyethylene glycol obviates 
both these disadvantages, but does not entirely replace 
the G.M.S. 

The writer does not favour lanolin as a rule because 
as the cream ages it gives a fatty odour to the soap, and 
also if not of a pale colour will darken the cream a 
little. 


Sodium Hexametaphosphate 


Sodium hexametaphosphate not only gives a nice feel 
on the face and helps to reduce surface tension, but 
also assists greatly the manipulation, much the same 
as glycerin without the latter’s disadvantage of thinning 
the lather too much. It is put into the lye before the 
oils are added. Both these creams remain stable in tem- 
peratures between 40° to 80°F., that is of about the 
same consistency. At 32°F. and below it is still able to 
be squeezed out of a tube, at 95°F., it is still firm and 
white. Above that temperature the cream remains firm 
but loses the white appearance and does not begin to 
liquefy, and becomes semi-transparent, until 140°F. but 
manufacturers would not be interested in the amount 
of trade from a district touching that high temperature. 
Each manufacturer has his own favorite odour but with 
shavers lavender types are always popular. 














“Thank you, next please!” 
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A lavender odour for a soap of any description is 
not an easy matter, and with a rising market for oils, 
at least at the time of writing, not a cheap formula. 


A Suitable Soap Odour 


Lavender oil is only good for a certain period; and 
this presents the difficulty of giving a soap a reasonably 
good odour. 

However, a few suggestions follow: 

1. The writer’s own particular odour follows: 

coumarin 3 ounces 
Lavandin oil 3 ounces 
cedryl acetate 14 ounce 
Lavender oil 3 ounces 

This is sufficient for 100 pounds of soft cream but 
the odour is only faint and so suitable only for South 
Africa. A stronger perfume will be required generally. 
Coumarin is added to the cream while it is at a tem- 
perature of 70°F., just above the melting point of 
coumarin. This permits it to be thoroughly incorpor- 
ated, the cedry] acetate at a little lower temperature and 
the oils when the cream has cooled and allowed to 
stand for a few days. After about three days, the 
cream becomes soft enough to stir easily by hand. 

Suggested variations of odours for 100 pounds: 


z2 Ounces 


ie 3 4 
Coumarin oe <8 of 
Citronella oil Java %yY%—- — 
Diphenyl oxide ywwklh 
Lavender 5 §-- 
Lavandin 5 5 8 8 
Cineol — 111 
Rosemary oil ---1 
Spike Lavender — 22 e 

A much finer odour but much more expensive is 
as follows: 

Lavender 100 
Lavandin 50 
Rosemary 16 
Bergamot 16 
Geraniol 8 
Linalol 8 
Coumarin 4 
Musk Ketone 3 
Styrax 3 


This last is suitable for face powders but has been 
used for a shaving cream just as it stands—but that 
was way back in 1937, when oils were much cheaper. 

The field of shaving creams is really a very wide one, 
and where the price is not too important isopropyl 
myristate is recommended as a tryout for keeping a 
cream stable and for preventing dryness of the face 
after shaving. At the time of writing three per cent 
has been added to both creams omitting mineral oil, 
polyethylene glycol and lanolin. It is too early yet to 
comment upon results, but a report will be published 
as soon as they are determined. 


FORMULA No. 3 


B 2 3 4 
Coconut Oil 5.0 6.0 6.0 
Coconut Fatty Acids 13.0 12.0 12.0 
Stearic Acid 18.0 18.0 18.0 
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Castor Oil 3.0 3.0 3.0 


Caustic Potash 88/92% flake g.0 9.0 g.0 
Calgon 0.5 1.0 — 
Borax — 1.0 1.0 
Lanolin 3.0 3.0 3.0 
Glycerin Mono Stearate 3.0 2.0 _ 
Diglycol Stearate — - 3.0 
Cetyl Stearyl Alcohol 3.0 2.0 2.0 
Polyethylene Glycol - 2.0 - 
Glycerin 1.0 _ _ 
Sorbitol Syrup 4.0 4.0 4.0 
Water 36.0 36.0 36.0 
pH readings in hot water ”. 2. ”. 

pH readings in alcohol, 80/ pc. 6. 6.5 6.5 
Pourable at temperatures Paste at go°F. 100°F. 

all Tests 


No. g is stable as a soft soap at all temperatures and 
does not alter but little from 20°F. up to 160°F; also 
it does not take on a semi-transparent appearance. 
Remains as a soft cold cream with a slight tint. 





How to Sell to Armed Forces 


SIMPLE directory for selling to the armed forces is 

given in the paragraphs below. More detailed data 
with a list of government offices and names of divisional 
directors were given in the article “How to Sell to the 
Government” in the March 1951 issue. 


Army & Air Force: 


For overseas exchanges: 

1. Write to Army & Air Force Exchange Service, 25 W. 
43 St., New York 18, N.Y. Forward complete information 
for consideration in connection with requisitions. 

2. Create a demand for your product through adver- 
tising. 

For domestic exchanges: 

1. Write New York, giving full information for consid- 
eration for price agreement. 

2. Get AXAFES regional offices to know about your 
product. 

3. Reach exchange offices at individual posts and bases. 


Navy: 

1. “Initiate” on the local level, with individual exchange 
officers, and promote your product to them. 

2. Go or write to the Navy Ship’s Store Office, 29th St. 
& 3rd Ave., Brooklyn 32, N.Y., to get your product con- 
sidered for price agreement. 


Marine Corps: 


1. Marine Corps buying is done almost entirely by local 
exchange officers. 

2. But the Marine Corps Exchange §ervice, Naval An- 
‘ex, Arlington, Va., can provide inf6fmation. 





“Preferably, merchandise should be put into produc- 
tion only when it holds promise of giving more satisfac- 
tion to some consumers than they can obtain from 
other merchandise. In any case it should give as much 
satisfaction as some other merchandise. Merchandise 
that does not meet this requirement eventually dis- 
appears from the market. Advertising cannot save it.”— 
A. W. Frey. 
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The Quality of Otto of Rose 


Why do the odours of otto of rose produced in Bulgaria, Ana- 


tolia and Morocco differ widely? Following an exhaustive study 


four possible factors which may account for this are suggested. 


G. J. HACKFORTH-JONES, M. A.* 


HE interest shown in a recent article on Jasmin 

concrete in the July AMERICAN PERFUMER, prompts 

the writer to put forward some theories concern- 
ing Bulgarian otto of rose, though in this case he has 
not visited all the production areas in person, nor 
does it seem that he is ever likely to do so during the 
perennial crisis. He has, however, made an exhaustive 
investigation of the production methods in use in 
Anatolia, and has had the good fortune to meet three 
experts who have visited Bulgaria. The most eminent 
of these is W. A. Poucher, of world renown in per- 
fumery. 

Dr. L. S. Glichitch, now chief chemist of V. Mane 
Fils, Grasse, also visited the rose districts before the 
war. He possessed the unusual advantage of an un- 
derstanding of the Bulgarian language which proved 
very useful in elucidating matters of detail. 

Sir Stuart Gore-Brown would not perhaps regard 
himself as an expert, but he is one of the few who 
have studied rose production in Bulgaria, and he has 
spent nearly 30 years cultivating and othe1 
products in Northern Rhodesia, so that his experience 
is of importance. 


roses 


To each of these three I put forward the same ques- 


tion—what is the cause of the wide difference between 


® Yardley & Co. Ltd., London, England. 





Delivering Flowers to a Distillery 
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odours of Bulgarian, Anatolian and Moroccan otto 
of rose? There is still no satisfactory answer to this 
question, but their suggestions, together with such ob- 
servations as I was able to make myself in a visit to 
Anatolia in 1950, form the basis of the following 
article:— 


Production in Anatolia 


It may not be out of place at this point to give a 
brief account of rose production in Anatolia. Pro- 
duction is centered on Isparta—a small town, capital 
of the province of the same name, situated about 250 
miles south—southeast of Istanbul. Until recent times, 
Isparta must have seemed unbelievably remote. It may 
now be reached, however, from Istanbul in less than 24 
hours by railway or in about two days by road. All the 
central roads of Turkey are in fact improving rapidly 
in quality following the introduction of a large num- 
ber of inter-town bus services, the product of Marshal 
aid. It is now safe to exceed 30 miles an hour in many 
places provided one uses a car with a long wheel base, 
and strong springs. Isparta itself boasts several modern 
governmental buildings, but no hotel, so that it is wise 
to make arrangements in advance when a visit is in- 
tended. 

Rose production is being rapidly increased by the 
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Executives Inspecting a Rose Plantation 


peasants who already account for 80% of the total. 
Their methods are simple. Each family looks after its 
own plot of one or two acres of roses, and usually 
each family distills its own flowers in primitive tinned 
copper alembics over open wood fires. That is to say 
peasant methods in Bulgaria are followed to the letter. 
The water not distilled during the first distillation is 
sieved from the exhausted petals and used for further 
distillation since its heat saves fuel. It is not, however, 
retained from day to day, since it cools overnight. Ex- 
periments in Bulgaria have shown that little damage 
results from this practice provided the same water is 
not used more than about 6 or 8 times. It seems un- 
likely that distillation in Anatolia involves re-use of 
the water more often than this; for distillation seldom 
continues during the night. It is possible that a short- 
age of alembics might make it necessary to continue 
distillation right around the clock, but this was cer- 
tainly not the case in June, 1950. 


Distillation Process 


The first distillation produces water only, in which 
all the otto of rose is dissolved. This water is then re- 
distilled when the otto separates on the surface in the 
receiver. Exhausted water from this second distillation 
goes back with fresh petals to form a first distillation. 
In the same way water distilling over in the second 
distillation is still saturated with otto of rose, and is 
re-distilled late 
tillation. 


with water obtained from the first dis- 
Thus it that otto of rose and 
not rose water is the product of this operation, as it is 


of course in Bulgaria, but not in France. 


is easily seen 


Factors Affecting Odour 


It may be thought that this very primitive method, 
though identical with the Bulgarian peasant method, 
may account for the difference in odour between Bul- 
garian and Anatolian oil on the basis that in Bulgaria 
80% of production is by large steam process, while in 
Anatolia 80% is by peasant process. However, the sam- 
ples obtained by the writer do not bear this out. In 
Isparta town, but not in any of the small villages round 
about, there is a cooperative using a large steam proc- 
ess originally ordered by the Bulgarians in 1930, from 
a firm in Paris, but not accepted owing to trade reces- 
sion in 1931. This apparatus is absolutely identical 
with others in current use in Bulgaria, and it cer- 
tainly produces an oil which is softer and more honey 
like than peasant oil, but the oil still has the charac- 
teristic Anatolian odour so hard to define. 

It seems, therefore, that one must dismiss produc- 
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tion methods as a possible reason for the observed 
difference in odour. There remain four possible fac- 
tors which might account for this difference:— 


Remaining Possibilities 


(a) difference in the Rose itself. It is known that 
rose cultivation in Anatolia was begun in the 1890's 
with some species imported from Bulgaria. Production 
at the time in Bulgaria was about 80% red rose and 
20% white rose, but since it was discovered that red 
rose gave the better yield, the white rose was eliminated 
in a few years. In the same way in Anatolia there 
were originally white roses, and these were eliminated 
before 1914. Since that time propagation has been 
solely by cuttings, but we cannot tell whether the roses 
which have been propagated in this way are identical 
with those propagated in Bulgaria, or whether perhaps 
they were allowed to seed themselves from time to 
time, and so produce different stock. 

There is also the interesting question of whether 
the Bulgarians ever took up budding of a better variety 
into the wild root stock as is suggested by a remark in 
E. J. King’s “The Propagation of Plants’ published in 


May, 1951. 


(b) Fermentation. W. A. Poucher in particular has 
observed the great differences in the odour of Bul- 
garian otto, which depends on whether the roses are 
distilled immediately after they arrive at the factory 
or whether as is sometimes the case in high season, 
they have to be left in sacks for 12 or even 24 hours, 
and often in the sunlight. It is evident, of course, that 
if petals are left pressed in a sack for any length of time 
fermentation with the production of intense heat will 
result. When this occurs in the case of jasmin there is 
nothing for it but to throw the flowers away; if fer- 
mented jasmin flowers are extracted by volatile sol- 
vents a most unpleasant product is obtained which if 
allowed to mix with other good quality product 
may well ruin the whole. In the case of rose the 
situation is sharply different. The initial fermentation 
process, which begins very easily at a temperature 
from 30 to 50 deg. C. gives rise to small quantities of 
phenylacetaldehyde, which is a fundamental constitu- 
ent of all copies of rose otto. Fermentation at tem- 
peratures above 50 deg. C. bleaches the petals, and 
causes decomposition of some of the constituents. 

The question, therefore, is whether a certain de- 





A Typical Peasant Still 
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gree of fermentation is not an actual advantage in 
the production of rose otto. Certainly the strength of 
the product, and “cheesey” quality of the odour are 
both increased and the honey-sweetness seems to be 
accentuated. However, it seems unlikely that fermen- 
tation was intentionally produced in Bulgaria, and it 
certainly seems that in Anatolia it is avoided as far as 
possible. Flowers in the cooperative factory at Isparta 
are stored in basements until their distillation 
three or four hours later, and such as I could examine 
were almost completely cool, as cool for instance as 
any jasmin or orange flower that will be found in 
Grasse. Apart from the factory, distillation in the vil- 
lages follows rapidly after the picking of the roses, 
and the sacks in use at the present time are so small 
that high temperatures are unlikely to be produced 
within them. 

Information is that rose in Morocco is never allowed 
to ferment at all, and yet its odour more closely re- 
sembles Bulgarian than Anatolian. 


cool 


Further Considerations 


(c) Soil and climate factors. There is no doubt that 
the latter might have an effect. The Kazanlik valley in 
Bulgaria is substantially farther north (360 miles) than 
the Isparta valley, and it is often observed that plants 
give their most odourous products when growing near 
their limit of viability. This is particularly well ob- 
served in the case of jasmin, where that growing near 
the equator is of very poor quality, and that from 
Grasse easily the best, but it seems doubtful whether 
this can be an important factor in the case of rose. 
Isparta is at a height of 3,500 ft., which largely nulli- 
fies the effect of its more southern position; and both 
Bulgaria and Isparta have a very severe continental 
winter, when the ground is under deep snow for several 
months. Isparta does of course suffer from hot south- 
erly winds blowing up from Egypt, which if experi- 
enced in June may reduce the yield from the roses by 
as much as 50%, but there seems no reason to suppose 
that this would materially alter the quality of the oil. 

Soil factors may be of greater importance. First, in a 
negative sense, much of the plain around Afyon is 
given over to the production of opium, which over 
the past 40 years has represented a much greater yield 
to the peasant then rose cultivation. Opium does not 
do well in the Isparta valley, where roses thrive. The 
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Modern Apparatus in Cooperative Plant 


valley is geologically interesting; at its Northern end 
there is a considerable deposit of native sulphur which 
is now being worked on an increasing scale; at its 
western end and close to some large Rose producing 
areas is Lake Burdur, which is dead, containing large 
quantities of arsenic. Eastern end and only water exit 
from the valley is Lake Igridis, a fresh water Lake of 
considerable size. It seems that at one time Lake 
Igridis covered the whole of the Isparta Valley, which 
may account for the sandy nature of the soil. 

It is clearly possible that these curious soil constitu- 
ents might affect the odour of the otto produced from 
the roses. Sir Stuart Gore-Brown trying Bulgarian roses 
in Northern Rhodesia, similarly obtained an unsatis- 
factory product, presumably owing to soil factors. 

(d) Storage. The final point is that we may not know 
how Bulgarian otto of rose smells when it is freshly 
prepared. We know production exceeded demand be- 
fore the war, reaching at its peak two tons of otto per 
year. Nothing like this quantity was absorbed during 
the war years, though German domination made pos- 
sible a certain amount of trade between Bulgaria and 
France. When the U.S.S.R. liberated Bulgaria it ap- 
propriated the accumulated stocks, and has taken a 
large hand in all subsequent exports. It is quite pos- 
sible, therefore, that the astonishing sweetness of cur- 
rent Bulgarian otto may be due to a maturity of as long 
as five years; it is certainly observed that freshly dis- 
tilled Anatolian otto is exceedingly brutal and “cab- 
bagy” at first, and later assumes a much sweeter odour. 
Similarly freshly produced oil from Morocco is never 
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so sweet as the previous year’s production. The proof 
of all these points is to make a sample of the per- 
fume, using the very small proportion of otto which 
is all that one can nowadays afford, and to observe 
whether on dilution the otto develops its characteristic 
sweetness. It is that sweetness which one is buying, or 
attempting to buy, and this test alone will separate 
true otto from the “cut” variety. It will be found that 
true Anatolian otto is very little below Bulgarian otto 
in sweetness on extreme dilution, and it will also 
lamentably be found that 60% of otto on the market 
has been cut with the current substitutes by at least 


20%. 


Why Simplify Work? 


ne experience we have learned that: Nothing 

can so completely, so irrevocably destroy a going 
business or its profits, as better tools, better methods, 
and better trained people in the hands of an en- 
lightened competitor. To operate a business at a profit 
and to eliminate waste of all kinds is management's 
job. 

Management should know exactly what it wants men 
to do and then see to it that they do it in the most 
productive way at lowest cost. 

Contrary to popular-belief, the productivity of work- 
ers is affected not only by their own qualifications for 
the task they perform and by their attitudes toward 
their work, but also by other factors, which are the 
responsibility of management, such as the following: 
plant layout and working conditions, tools and equip- 
ment supplied, materials used, production method, 
selection and training of employees, quality of super- 
vision, incentives offered for superior effort and accom- 
plishment, and yardstick used for measurement. 

Few people, unfortunately, understand the differ- 
ence between increase in productivity, and increase in 
production. So far, we have gone largely on the as- 
sumption, that if we want to produce twice as much, 
we merely have to double our buildings, buy twice as 
many machines, and hire twice as many men. Most 
industries have done just that. If, however, we can pro- 
duce twice as much, with the same equipment, the 
same buildings, and the same number of manhours, 
and yet finish the day less tired than before, something 
has been accomplished toward finding the solution to 
the problem that has puzzled so many people. 

Most everywhere you go today, people are going 
through a lot of motions, but are too busy to be efh- 
cient. In plant after plant they tell you, “We just do 
not have time to pay any attention to working meth- 
ods or to training now. We have to get this stuff out in 
a hurry.’” Those people are very much in the same 
predicament as the man who should have gone to the 
dentist to have a cavity filled, but postponed it until 
he had to waste time and money to get his tooth pulled 
and a bridge fitted, or the man who went out to buy a 
pair of rubber gloves because his fountain pen leaked. 

Luckily enough there is a technique that will help 
you. That technique is Work Simplification, which 
proposes that each employee be made responsible for, 
and capable of, policing the efficiency of his own job. 
This means that management must have some method 
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of insuring that the employee has been provided with 
the correct training to make him capable to carry 
out his responsibility. A Work Simplification program 
should help us all to do a better job by: (1) Bringing 
“key men” together for discussion and an exchange of 
ideas; (2) Developing an alert, open-minded, ques- 
tioning attitude on the part of each program member; 
(3) Uncovering and eliminating any wasteful practices 
which take so much of the time which otherwise could 
be spent on the development of more effective pro- 
cedures. 

Application of better methods requires 10% tech- 
nical knowledge and 90% common sense or ability to 
get along with people. The moment you work out new 
methods, you have to make changes, you will have to 
deal with new tools, new layouts, and new ideas, and 
therefore, will be up against three human failings: the 
resistance of people to changes, the resistance of peo- 
ple to new ideas, and their resentment of criticism.— 
Abstract from an article by Don F. Copell in Food 
Processing. 


Point of Sale Display 


ETAIL selling is being done, to an ever-growing 

extent, by visual display of merchandise and post- 
ers in the store. This goes triple for stores that are self- 
service. It goes double for stores that are self- 
selection. And it goes—yes sir, it certainly goes—for 
those stores that think their salespeople are sales dyn- 
amite but whose salespeople are actually little more 
than attendants. 

Win display in the best spot—or spots—in the store. 

Win shelf or counter frontage—every inch you can 
get. 

Win the best shelf height—good old eye-level dis- 
play. In such outlets as self-service stores, a merchant 
can slice as much as 40 per cent off a brand’s volume 
by simply puting it down to an ankle-level, or even a 
knee-level shelf. 

Win special aisle display; special display of any kind 
available in the stores in which you sell. 

Win mass displays of your merchandise—they sell a 
mess of merchandise. 

And always, always, always tie your display material 
and your merchandise together. The .500 batter in the 
selling world is the combination of merchandise dis- 
played in the right spot, with the right frontage, at the 
right height, in the mostest quality—plus your display 
material. 

Finally, remember that the “circulation” available 
to you consists really of three types: 
1—the circulation you buy through such local media as 

newspaper space, radio and television time, direct- 

mail, etc. 
2-the “circulation” inside 
there is no than-whicher! 
3—the “circulation” passing in front of a store’s win- 
dows—not bad; not bad!—Grey Matter. 


the store—than which 


Read a lot, think a lot, and work a lot. The ability 
to get under the surface of things gives a man a 
tremendous advantage over those who do _ not.— 
Phoenix Flame. 
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portunities. . 






advice on procedure. . 


HERE comes a time in every executive's experi- 
ence when he ardently wishes he had more capi- 
tal to take advantage of current opportunities 

and to speed up the growth of his business. Getting 

such capital is not always easy. 

Yet there are many ways in which an established 
plant of reasonable sound structure can go about ob- 
taining such additional funds without sacrificing con- 
trol of the organization. 

Wherever possible, the most advantageous way of 
increasing capital funds is through the sale of subor- 
dinated debentures rather than issuance of additional 
stock if the plant is incorporated. And it may be no- 
ticed that many avenues toward obtaining new capital 
are open to incorporated plants that are closed to sole 
ownership or partnership operations. 


Subordinated Debentures 


Subordinated debentures are used in finance com- 
pany Operations particularly at local levels and by 
large organizations. Their principles can be applied to 
smaller plants. They provide a borrowing base equal 
to that of preferred stock and have a very big advan- 
tage over the latter in that interest paid on these de- 
bentures is a deductible item for tax purposes. Pre- 
ferred stock dividends are not. They are generally 
readily salable, less complicated to use, and quickly 
can be called should the need for this working capital 
pass. 

Such debentures are generally sold to insurance com- 
panies and other investors of a like nature. Sometimes 
they may be sold through a local investment broker. 
Their possiblities as a capital working tool for any 
executive are such that it will pay him to discuss mar- 
keting possibilities of such debentures for his own firm 
with a local broker when he is considering the advisa- 
bility of obtaining additional capital for his business. 


Trust Indentures 


Most experts advise that good marketability of such 
debentures can be enhanced when issued under a trust 
indenture of a local bank. The cost is small and a fi- 
nancial service well justified. Such an arrangement will 
call for limitations of amount in keeping with the net 
worth of the firm. 

In the market today such debentures can generally 
be sold, when backed by a trust indenture with a local 
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Do You Need More Capital? 


How to get more capital to take advantage of current op- 






Questions likely to be asked. 
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. Various sources suggested with practical 
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Now is the Time to Plan for Expansion 


banking institution, at between four and five percent. 
They should be callable on option of the issuing firm. 
Most are of ten year maturity. 

Their retirement under this program will be carried 
out with a sinking fund thus the plant will not find it- 
self in a cramped financial position should purchasers 
suddenly wish to sell the debentures. 

Another common method of increasing capital in 
small plant operation is in the issuance of preferred 
stock (the common stock being management owned 
and containing control). Such preferred stock gener- 
ally calls for a 5 or 6 percent dividend rate. It is more 
expensive to use than debentures but if the firm: has a 
stable record of growth and financial solidarity pre- 
ferred stock is much easier to sell. In today’s high tax 
situation it calls for assured earnings of at least ten 
percent in order to break even in paying taxes and 
the dividend. 

It is also to be noted that in any such program it 
will be well to have legal advice since security laws in 
every state are peculiar to that individual state and the 
national regulations alone are not sufficient. 

Capital expansion can always be obtained by the 
sound plant with the aid of loans from banks. Banks 
have different policies and different approaches in 
evaluating credit but there are some established prin- 
ciples used by all banks with which the executive 
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should be acquainted. It is also worthy of note that 
where a small local bank may find itself unable or un- 
willing to handle the projected executive’s loan a 
nearby larger city bank may be very much interested 
in financing the project. Rejection of a plan by one’s 
local bank should not exhaust the possibilities in any 
case. 

In appraising a loan for us the banker will closely 
examine the caliber of the management of our firm; 
he will look into such factors as honesty, character 
and general reputation and he will give much atten- 
tion to past performance, particularly on personal or 
business loans. The banker’s interest in the security of 
any loan is paramount but his interest in the past per- 
formance and integrity of the executive seeking that 
loan is very close behind. 

Any such loan application for business expansion 
should be accompanied by an analysis of the proposed 
expansion, how it will affect the plant business as a 
whole in the area, the competitive situation in the 
area, and detailed use to which the funds are to be put. 


Questions to Answer to Get Loan 


Here are some more questions the executive should 
have answers for when he applies for a loan to his bank 
(or any other financial institution for that matter): Is 
the firm properly capitalized? Has it kept its investment 
in line with the size of its operation? Has the firm’s 
earning record been good? Have its owners demon- 
strated their ability to operate profitably, even under 
adverse conditions? 

What is the firm’s present debt position? What are 
its sales in comparison with those of competitors? Will 
the market in which the plant is operating provide the 
additional business to make the proposed expansion 
profitable? 


Insurance Company Loans 


Insurance company loans offer another source of 
capital for expansion. Insurance company money is 
still plentiful and these institutions have in the past 
few years been branching off into more and more fields 
of business financing. Often a plant can obtain such a 
loan from a local or regional insurance company on a 
most favorable long term basis. 

Such loans are generally always based on long term 
agreements which are more or less tailored to each in- 
dividual transaction when made for such purposes as 
capital expansion. The loan agreement should be ex- 
amined with great care and its application to possible 
future adverse conditions given close study for restric- 
tions placed therein which may have little effect today 
may prove disastrous at some time in the future. When- 
ever a long term loan is made this factor should be ex- 
amined very closely. 

There are, of course, other means of securing addi- 
tional capital that can be employed by any executive. 
In many communities private investors have fairly 
large sums of money available for investment. Some- 
times three or four of these private individuals can be 
induced to handle such private loans under more ad- 
vantageous conditions than the executive could secure 
through other channels. 

Additional capital funds be obtained 


can also 
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through sale of interests in the firm, either when set up 
as a partnership or as a corporation (through the sale 
of common stock). Any such effort should be examined 
very closely, however, for the caliber of the individual 
from whom the funds are secured should be very closely 


examined. 


Don’t Lose Management Control 

No matter what program of capital expansion is em- 
barked upon it is seldom wise to undertake the pro- 
gram unless full control of the operation and manage- 
ment of the plant is retained by its present owners. 
Permission of too many governing clauses concerned 
with the management of the firm in any type of loan 
agreement may so hamper future operations of the 
firm as to make the expansion a most unprofitable 
venture. 

It will be difficult to obtain any extensive loan with- 
out some provisions entering into the agreement. If at 
all possible these should be limited to protection of 
the loan through posting of assets of the firm as secur- 
ity for the loan. Any control over management granted 
should be only of a very limited nature. 

The present tax situation makes growth from earn- 
ings of the firm a more and more difficult proposition 
each year; future capital must come through other 
means. 


Cosmetic Excise Tax Collections 


OSMETIC excise tax collections for the years of 1949 
and 1950 and also the collections for the months of 
1951 so far issued are given in the table following: 


1951 1950 1949 
January $12,255,363 $ 9,836,052 $ 9,648,063 
February 12,867,842 11,654,681 12,984,776 
March 8,534,569 6,811,063 6,796,181 
April 5,746,348 6,985,099 6,913,884 
May 9,293,461 8,316,993 6,983,445 
June 8,622,275 8,136,742 7,625,450 
July 8,901,311 7,965,373 6,776,881 
August 10,252,706 9,671,335 7.807,221 
September 7,542,472 6,859,446 
October 7,900,314 6,760,409 
November 8,159,612 7,738,779 
December 7,781,091 7,312,007 


Importance of Distribution 


HE miracle of America—the highest standard of 
living that the world has ever known—is just as 
much the result of distribution as it is of production. 

Not only have factories learned to make more goods 
at a lower cost, but our retailers have learned how to 
get these goods to people more efficiently. 

Over the past twenty years the dollar volume of 
goods sold in retail stores has more than doubled, while 
the number of stores has increased only 15 per cent. 

Merchants have explored new ways of merchandis- 
ing. They have discovered that advertising which en- 
joys the confidence of the consumer can sell in the 
store as well as pre-sell in the home.—Saturday Eve- 
ning Post 
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Today’s Job Seekers 


ODAY’S job seekers are older than last year’s. For 

instance among male insurance claimants in New 
York City, 30% are aged 60 or more; their proportion 
a year ago was 23%. If tempted to place age restriction 
on hiring, employers will do well to remember that 2 
persons out of each 5 resistered as unemployed and 
seeking work have already passed their 50th birth- 
day.—N.W.D.A, 


*“Odorless Deodorants” 


NEW class of deodorants is used only in the form 

of sprays and although the solutions may be per- 
fumed, the principal action is apparently not entirely 
dependent on masking with another odor; hence these 
sprays are referred to as “odorless deodorants.” Only 
one such preparation has been experimented with at 
the National Bureau of Standards. It consists of a 
strongly perfumed oily solution of a chemical that has 
the property of causing the oil to spread over a moist 
surface. The solution is “atomized’’ into a very fine 
mist, the breathing of which almost instantly reduces 
the ability to smell by a large factor. It is probable that 
the action results from the formation of a film of oil 
over the olfactory tract. The combination of this ac- 
tion with the masking odor of the perfume causes 
the immediate disappearance, to the observer who in- 
haled the vapor, of weak odors initially present. Only 
the perfume of the deodorant is perceived thereafter. 
In the case of the one deodorant tested at this Bureau, 
the effect disappeared almost entirely in 15 or 20 min- 
utes; and although there appeared to be a little irrita- 
tion from repeated exposures to the spray, the effect 
was so slight that it could not be said with certainty 
to exist. 

Receptacles that had contained fish or cigarette ashes 
were emptied but not washed and were then well 
sprayed with the deodorant. Although the amount of 
spray introduced per unit of volume was more than one 
thousand times that recommended for the deodoriza- 
tion of a room, both the fish and the tobacco odors 
could be subsequently identified. The decided diminu- 
tion and their apparent strength seemed at first to 
justify the claim that the original odors had been 
destroyed by chemical action, but they were present 
again seemingly in their initial strength before the 
perfume of the deodorant had disappeared. A few 
crystals of menthol, the principal constituent of pep- 
permint flavor, were then placed in each container, 
an amount of air not more than equivalent to the blast 
of gas used to produce the spray swept out most of the 
air, and the odors were again observed over a period of 
time. The menthol was found to be quite as effective 
as the commercial deodorant when used under condi- 
tions such that the mist is not directly inhaled by the 
observer. 

Of course it is possible to determine whether the 
effect of the deodorant in a room is primarily on the 
odor or the observer by first noting carefully the char- 
acter and intensity of odor in one room, going into 
another room to inhale the spray, and returning to the 
first room. The result can be checked by observing the 
odor in a room, letting someone else spray the room 
and, a few minutes later after the mist has settled or 
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drifted away, returning to the room to see whether the 
original odor seems to have changed. 

From such simple experiments it was concluded that, 
except for the masking effect of residual perfume, the 
deodorant is effective only for the person who has in- 
haled the mist. If one wishes to disguise the odors of a 
room from a guest or customer by this means, it is only 
necessary to spray him generously as he enters the 
door; but such a gracious gesture of hospitality might 
be misinterpreted if the visitor should mistake the 
deodorant for an insecticide.—Elmer R. Weaver, Na- 
tional Bureau of Standards 


A Cure for Nerves 


ROM time immemorial pharmacy and the art of 

perfumery have been closely associated and have 
immensely contributed to the well being and better 
living of all human beings. 

Some day we will better understand the art of per- 
fumery as a healing agent and learn how to use it bene- 
ficially to overcome that destroyer of human lives 
“Nerves.” When we stop to consider, Nerves, is the 
worst disease we are afflicted with today. 

The child who was born in 1900 had an average life 
expectancy of 48 years, the child that was born in 1950 
has an average life expectancy of 68 years. We can see 
what tremendous progress has been made through re- 
search, and when we have in mind that most of this 
has been accomplished in ten years, through antibiot- 
ics, furnished by the greatest of all chemical works, 
nature it is logical that in this immense storehouse of 
chemical wonders, there lies the answer that will bring 
the average span of life to 100 years of useful living. 

Sounds somewhat fantastic; but not so many years 
ago if someone had told us about antibiotics we might 
have said “nuts”; so I may be on the nutty trend, but 
I still contend that in this vast natural chemical work 
shop there are unbelievable treasures that through the 
art of perfumery will be revealed, and prove of value 
to the health and gracious living of all human beings. 
—S. H. Leidick, Morgan’s Apothecary. 


Increased Buying Forecast 


on buying is anticipated by a panel of staff 
editors of Business Week under the auspices of the 
Industrial Advertising Assn. The following are the ma- 
jor points developed by the three speakers, who spoke 
informally as a panel: 

1. Consumer income after taxes is now running at 
about $223 billion annually; consumer spending ag- 
gregates about $204 billion; consumers are saving about 
$19 billion annually. 

2. The government is now spending about $35 bil- 
lion for defense production. This is expected to be in- 
creased to $53 billion by the end of 1951, and to $60 
billion by the middle of 1952. 

3. By the middle of 1952, if defense production con- 
tinues to accelerate, consumer income is likely to in- 
crease to more than $224 billion, and there will be 
more employment, but consumer savings are likely to 
show a falling off. 

4. The major obstacle to rapid industrial expansion 
is the shortage of basic metals. 
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Distribution Costs 


_mour half of what consumers spend goes. toward 
offsetting costs incurred by distributors, according 

to a new report on “Cost of Distribution Services,” 

just issued by the Chamber of Commerce of the U.S. 

Annual consumer expenses total about $150 billion, 
the report says, while monetary expenses of distribu- 
tors are about $74 billion a year. This does not include 
non-cash items and such cost-of-merchandise expenses 
as advertising, packaging, storage and transportation. 

At least 15,000,000 persons are engaged in distribu- 
tion, the report says. The percentage of workers in 
distributive fields has increased from 4% of all work- 
ing people 100 years ago to 25% at present. 

About one-third of all consumer goods are bought 
on credit. Cost to distributors in order to provide credit 
services, the chamber estimates, totals $500,000,000 
annually. 

The average distributor has between three and four 
years’ profit tied up in his inventory, the report says. 
“In maintaining his inventory at the necessary level,” 
it adds, “a distributor is risking several years’ profit 
on his business judgment and forecasting ability.” 

Other facts developed by the report include: 

Nearly 3,000,000 different distribution establish- 
ments exist in the U. S., about one for every 15 families, 
totaling about 55 persons. 

Approximately 5% of all distributors go out of 
business each year. 

A retail drug store of ordinary size stocks more than 
10,000 items. An ordinary grocery store handles at 
least 3,000 different inventory items. A variety store 
usually carries at least 100,000 different items in stock. 

Counting repeat purchases, a family makes at least 
1,000 transactions a year. For 40,000,444 families in 
the U. S. this totals 40 billion transactions, considering 
each purchase of an individual product as a transaction. 


Fragrance Samplers 


RAGRANCE samplers aren’t really new but they 

have been catching on lately. The psychology is 
two-fold: The buyer of a gift need not select a single 
fragrance which might not be the recipient’s favorite; 
and the user has the opportunity of trying out several 
scents, then coming back to the counter for larger sizes. 

But it took a peculiar set of circumstances to make 
these try-outs a success. First there was the sensational 
success of Harper’s Bazaar’s Perfume Packet last fall— 
90,000 mail orders. The magazine was swamped with 
orders for its offering of 22 famous perfumes in “nips” 
for 50 cents. A number of stores were inspired with 
Harper's success and staged their own promotion based 
on the idea. Then last spring Ciro announced its 
“Sampler,” five small containers of its perfumes at a 
popular price. Competition watched enviously. The 
epidemic followed. 

Timing plus price appeal conspired to make 
“Sampler” a hit. Fragrances sales were off and this idea 
was just the pick-up needed. This fall Ciro follows 
with “Quintet.” 

Among the other manufacturers on the trial-size 
bandwagon are Matchabelli, a “Cologne Collection”; 
Corday with a twosome of “Toujours Moi” and “Tou- 
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jours Toi”; Mem with “Cologne Diary,” seven fra- 
grances on a one-a-day idea; Faberge with four pocket 
editions of its colognes, and Coty’s seven-unit “Prize 
Package.” Even the Paris houses are hot for the try-out 
package. 

Suppliers, makers, retailers and customers are all 
happy, whether they contain 2 or 22 fragrances, 
whether they are packaged in “nips,” drams or minia- 
tures of regular sizes. They pave the way for more 
sales of larger sizes, through education in using scents 
and because they come at a price people can afford to 
pay.—The Glass Packer. 


Tips to Reduce Jobless Tax Rate 


_. tips to employers for reducing labor turnover 
and lowering their unemployment insurance tax 
rate under the amended New York state law have 
been given by Milton O. Loysen of the New York State 
Divsion of Placement and Unemployment Insurance. 
The ten tips are: 
1. Hire neither over nor under-qualified workers, 
both are bad risks. 
2. Set up requirements in line with job duties. 
3. Tell workers their duties and working conditions 
before hiring. 
1. Make known welfare plans, bonuses and othe1 
benefits of the job. 
5. Provide adequate on-the-job training for all em- 
ployees. 
6. Provide in-plant transfer and upgrading, whenever 
possible. 
7. Don’t lay off workers in one department you can 
use in another. 
8. Make sure your supervisors know how to supervise. 
9. Find out through exit interviews why workers leave 
the job. 
10. And take corrective action where needed and 
possible. 


Phony Awards 


ANY of the awards, medals and certificates fea- 

tured in merchandising and advertising, ‘and pa- 
raded before the trade and the public as having been 
honestly deserved and legitimately won, are actually 
predicated upon the most false and unjustifiable basis,” 
Earl Lifshey stated in an address before the Indus- 
trial Designers’ Institute. “I am continually amazed,” 
he continued, “at the number of manufacturers who, 
presumably, consider integrity a vital part of their 
product but who, having received one of these phony 
awards, seem to have no hesitancy in playing it up in 
their advertising, as if it were perfectly legitimate and 
honestly earned. . 

“The fault lies as much with the manufacturers who 
seek or accept those fools-gold medals as with those 
who keep giving them out. If these manufacturers only 
realized how the tide of opinion is beginning to turn 
against them, how retailers, now wise to their games 
of gimmicks, are beginning to laugh up their sleeves at 
such nonsense, they would think twice, and then dis- 
continue it.” 
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WHAT THE 


RETAIL BUYERS REPORT 


Gust of Orders Marks Opening of Winter Season; 
Buyers See Demand for Campus Gift Lines 


JEAN Mowat 


Chicago — Midwestern buyers at- 
tending the Chicago Associated 
Toiletries Salesmen exhibit found 
few holiday packages. Those that 
were featured would be fitting only 
as remembrance gifts; $2.50 was just 
about the top price, without charge 
for decorations. The volume of 
staple orders surprised sales repre- 
sentatives, and they agreed that the 
exhibit boasted the best order place- 
ment in years. 


Instruction Needed 


Buyers deplored the array of col- 
ors in nail polish and lipstick, the 
absence of smart packages to serve 
as Christmas-bait for the college 
girl, the consumer complaints over 
the lipsticks that stay on. Inciden- 
tally, these have created a new de- 
mand for the smaller jars of tissue 
creams to treat the lips at night. Sev- 
eral firms offered buyers a stay-on 
stick, but one that is much more 
creamy than the previous spring 
types. 

New make-up lines featured by 
several houses met both condemna- 
tion and praise. The former because 
few women will follow directions, or 
if they do without personal supervi- 
sion, the result is unsightly. The 
trade certainly fumbled a real op- 
portunity in cosmetics when one of 
the firms arranged for a class for the 
several hundred college girls who 
were assisting in the college apparel 
shops. And they all use cosmetics. 

Instruction is a fertile promo- 
tional field which the trade contin- 
ues to ignore. Representatives at the 
show, particularly the women, were 
strong in their comments about the 
“awful” application of rouge and 
eye-brow make-up among the aver- 
age woman. Few of the girls behind 
ive counter are offering make-up 
information; their business is to sell. 
Yet with this college group of fu- 
ture customers, within a block of 
the Palmer House, nothing was 
done. 

These girls, like their brothers, go 
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in gangs to the store. They would 
have “ganged” up on any beauty 
house that offered them information 
on how to apply rouge, lipstick and 
even how to cleanse the face. If you 
doubt this, listen to what one rep- 
resentative did in knit goods. He in- 
vited the 37 college sales girls in one 
store to breakfast, 
had his line modeled and told some 
of the finer details of the under- 
wear, pajamas and gowns. Today his 
factory is far behind in delivery, for 
these girls sold the store out of all 
this merchandise. 


For the Children’s Market 


Manufacturers of cosmetics for 
the very young set deserve a pat on 
the back. Take the cake with the 
candle that permits one to “cut” into 
the gift box and come up with two 
fancy molded soaps, toilet water, 
pink pomade stick, bath salts, and 
bubble bath. And for those dirty lit- 
tle hands there are packaged envel- 
opes that have just enough cream 
for one application. From 
observation the children prefer this 
method of washing to soap and wa- 


ter and with some inducement will | 


use both. 

Novelties in the way of holiday 
gifts are snappers which conceal a 
solid cologne foundation. The idea 
is novel and smartly presented. For 
men there is a new duttte bag that 
has talc, lotion and shaving cream 
which is a fine idea to match the 
snappers for the women. And there 
are smart refillable purse vials to 
match any color costume. 


Trial Assortments 


For a different type of gift the 
“quintet” will please many. Other 


careful | 


in the store. He | 





firms are also offering a few drops | 


of finer perfume to let the woman 
wear it at home and see how she 
likes it. When these packages were 
first introduced, they struck many as 
midnight madness. But then the 
orders rolled up into the 100,000, 


wi h more coming with every mail! | 


At the show buyers reported that 


Numerous toiletries sales in the 
past months have reduced 


store inventories. 

e 
Winter season outlook promis- 
ing as orders start pouring in 
to maintain stock. 


* 
Buyers see demand for creams, 
campus cosmetics, creamier 
stay-on lipsticks; consumers 
cautious, favor low-priced 
lines; suburban trend may af- 
fect buying habits. 





they did want more purse vials of 
perfume but that women com- 
plained these could not be refilled. 
I'wo of the larger houses came out 
with ones designed to be refilled and 
were booked to capacity. 

Other potential sales attractions 
are the tiny atomizers in differently 
colored giass to match each fra- 
grance. They help to bring about 
multiple sales and hold great prom- 
ise for the holiday trade. These 
packages should be displayed in a 
way to get the idea across, otherwise 
the entire conception is so much wa- 
ter over the dam. 


Across the Mid-West 


Across the Middle-West, the pan- 
orama is as follows. In Detroit, Fed- 
eral Department Stores featured new 
shampoos and a creamy lipstick 
claimed to stay on. Hudson's was 
one of the few stores presenting 
anything in the back to school vein, 
and it was a tiny brief case with 
two lipsticks and a sample vial of 
perfume. At least it was one step jn 
the right direction; namely to build 
up future customers. 

The drug stores were still run- 
ning away with major selling and 
stressed shampoos. Specials in the 
two-for-one aie kept the lead in 
sales. 

The floods forgotten, lipstick was 
well promoted in Kansas City. St. 
Louis was another center for sham- 
poos and sales ran high, as did the 
creme lipstick. In Minneapolis there 


were career girl fashion shows, 
minus information relating to 
make-up. Some shows across this 
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area gave a sample of cologne or 
perfume, but did not indicate how 
to use it. Dayton’s gave attention to 
deodorants in an eighth page ad. 
Feet came in for much attention, 
partly due to the weather. 

“Step Lively” was introduced at 
Block’s, Indianapolis, and during the 
show in Chicago; Mandel Brothers 
had a quarter page ad on the prod- 
uct. “On Your Toes” is another type | 
that is fast moving into first place 
and the humid weather did much 
to stimulate business on the latter 
for it was extensively promoted. 

Himelhock’s in Detroit presented 
soap well, offering it both as gift and 
household packages. This semi-an- 
nual event was at lowered prices. 


L. S. Ayers & Co., 


Indianapolis, fea- 
tured a new lipstick, asserting that 


it prevents chapping, parching or 
drying. Sales were substantial. 
The Northwest stores found that 


cooler weather brought new de- 
mand for colognes in liquid and 
stick (some consumers maintain 


that the latter is too high in price 
and too low in fragrance content), 
and the first indication of a return 
to treatment lines. Despite the 
smaller amount of cream per jar, it 
is the smaller size that is in demand, 
particularly if it is presented in 
plastic. In fact, the Chicago show 
featured the greatest array of cos- 
metic plastic packaging ever shown, 
with fair acceptance from buyers. 


West Coast Inventories Down, Orders Up; Fragrance 


Outlook Promising; 


Don COWLING 


Los Angeles — It really seems out 
here now that the pressure on buy- 
ers from Mahogany Row is easing 
off. The many sales—pre-inventory, 
post inventory, month end, special, 
and just plain sales have at last re- 
duced store inventories to a point 
where order books are again a part 
of a hard working toiletries buyer’s 
equipment. At the annual Califor- | 
nia Toiletries Representatives’ show 
just concluded buying was good. 
Consensus among salesmen was that 
holiday buying is started in com- 
fortable volume, and prospects are | 
good for at least a normal fall. Per- | 
fumes are enjoying a healthy recov- 
ery, and while it is still too early 
for large sizes to be considered, 
doors are open to the smaller sizes 
of essences, toilet waters and co- | 
lognes, with an interest in new 
items in both staple and _ lesser 
known lines. 


Sales Trend to Small Sizes 


A top demonstrator in a_ top | 
store said the other day that a year 
ago last month she sold 90 face 
powders in her line at $3.50 per 
box, while the regular face powder 
at $2.00 sold between 30 and 40 
boxes. Last month this year, she said, 
she sold 40 of the $3.50 size, and 
between 60 and 70 of the $2.00 size. 
She didn’t believe that the many 
cut price sales on other lines had 
too much to do with the reduction 
in her dollar volume, but that a 
more cautious attitude on the part 
of the buying public, even in her 
top bracket store, was reflected in 
the increased sale of smaller items. 
This same store recently discontin- 
ued carrying the $2.00 and $5.00 
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Consumer Caution Indicated 


sizes of a cosmetic oil to concentrate 
on the $3.50 size. The buyer felt 
that the $2.00 size was too easy for 
both customers and her salesgirls, 
while she doubted the ability of her 
salesgirls to put over in volume the 
$5.00 one. 

A curious example of the consist- 
ency of human nature was revealed 
the other day when the first floor 
merchandise manager of one of the 
Coast’s leading department stores 
complained that results of the 
store’s August sale this year were 
not only below expectations, but 
below last year’s figures. Asked for 
an expression of opinion as to the 
reason for the decrease, he said that 
insofar as he could determine it was 
caused by an expectation on the 
part of store customers for further 
reductions in prices, and a waiting 
attitude on their part for such de- 
creases. That same day, when the 
buyer presented to him for his sig- 
nature an order for toilet soaps, the 
salesman for the line was called in 
and asked for a guarantee of a pro- 
tection for the store until Decem- 
ber 3lst against a reduction in 
price of the soap, if such should 
eventuate. The salesman being un- 
able to cover such a request, the 


buyer was instructed to cut the 
order in half. 
Personal Promotion Pays Off 

A statement from Jackson 


O'Leary, president of Scandia Cos- 
metics Corp., indicates the necessity 
for intensive action for the promo- 
tion of cosmetics in today’s market. 
Karol Lindberg, vice-president and 
promotional representative for the 
line, has just completed a_ tour 
through West Coast territories. In 


| ment enclosures. 





Seattle, in one week, Miss Lindberg 
made two radio broadcasts, ran two 
newspaper ads, and through Best's 
Apparel there sent out 25,000 state- 
Results were sales 
figures for the week of $1,287. In San 
Francisco she appeared on one radio 
program, one television interview, 
ran two newspaper advertisements 
and secured extensive newspaper 
beauty writer’s support. Here all 


| promotional activities centered on 


the City of Paris, and volume of 
sales for the week was $1,325. 
Revlon’s new indelible lipstick 
was introduced on the Coast last 
month with one of the broadest and 


| most intensive promotions via news- 


paper 
grams, 


ads, radio and television pro- 
and concentrated coverage 


| by travelling and fixed demonstra- 








| of 
| when her 
| tone Fluid Make-Up stock was get- 
| ting low. She feels the steady selling 


tors in department stores, with 
highly gratifying results. How far 
we have come since the early days 
of toiletries, when somebody’s great 
aunt came over from Europe with 
a treasured old family formula for 
cosmetics which at long last Ameri- 
can women were going to be per- 
mitted to share! 


Hair Goods Continue to 
Lead in New Orleans 
LEE McCKENNON 


New Orleans— For the third 
month in a row, buyers are report- 
ing heavy sales in hair preparations 
and one buyer has decided women 
are just more hair-conscious this 
year. White Rain continues to sell 
nicely and Helena Rubinstein’s 
Color Sheen is going very well. ‘Tint- 
aire sales increase in volume by the 
month as the customers buy it to 


| tint their hair at home. Blensol con- 


tinues to be a steady seller. The 


| home permanents are a good stand- 


ard item with competition among 
the various brands very keen. Lilt 
seems to have gained as a favorite 
here, one buyer reports, due to ex- 


tensive advertising of a good prod- 
uct. However, Toni and Elizabeth 
Arden Pin Curl are also going very 
nicely. 

When a buyer has to reorder a 
product before the introductory 
advertising campaign has _ been 


launched, she is indeed enthusiastic. 
This happened to the buyer in one 
our largest department stores 
Germaine Monteil Ana- 


was due to the estrogenic hormone 


| content listed on the container and 


the variety of shades offered. Natu- 
rally when the local newspaper cam- 
paign was launched, the volume 
stepped up greatly. 
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Max Factor’s Signature Lazy Shave 
has a unique distinction, buyers re- 
port. It is a man’s item for sale at 
the cosmetic counters that is pur- 
chased by men. Usually women pur- 
chase masculine toiletries for their 
sons and husbands but the Lazy 
Shave attracts men and they have 
bought a gratifying volume. An- 
other item at the men’s counter that 
goes well is Mennen’s Spray Deodor- 
ant for men and one buyer was com- 
plaining that she hadn't been able 
to get a supply from the manufac- 
turer, 

Perfumes, both solid and liquid, 
are still a fast moving stock. Coty’s 
perfume prize contest has the buy- 
ers very enthusiastic. They felt that 
women do like the 7 scents in one 
$2 package but the cash prize of- 
fered seems to pull the customers 
tremendously. 

Rubinstein’s Sta-Long lipstick is 
still a high favorite with the buyers 
here due to its steady sale. Charles 
of the Ritz liquid Revenescence was 
another item to receive excellent 
comments, since it moved so well 
during the summer season. 


Trend to the Suburbs May 
Change Make-Up Habits 


LENORE BRUNDIGE 
Pittsburgh — Living and _ social 
habits of Americans have under- 


gone a big change within the past 
five years, according to statistics. Al- 
ready clothing manufacturers have 
noted this trend in the demand 
for a new type of fashions. Is it pos- 
sible that the cosmetic business has 
not kept pace with this trend? 

Changes in living and social hab- 
its have been brought about by the 
mass migration from city to subur- 
ban living. 

In America during the past five 
years, nearly 13 million people have 
moved out into suburbs. 

This trend will be noted in nearly 
every large city—and in Pittsburgh 
it is especially evident. 


Trend towards the Informal 


More casual clothes are wanted 
by women; glamor fashions get the 
go-by in favor of practical functional 
clothes. Informal living of suburban 
life is responsible for the shift from 
dressy to casual styles. This isn’t 
happening only in Pittsburgh, it is 
happening all over the country. 

If this is true of changing tastes 
in clothing, it seems reasonable to 


conclude that women’s tastes in 
cosmetics are also shifting. 
Glamor in cosmetics—as it has 


been accepted in the past—may be 
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due for a change. Not that women 
are less interested in it. Perhaps they 
need a different slant on it presented 
to them. Cosmetic buyers who have 
been singing the “No Business 
Blues” might find the solution to 
their troubles by simply facing facts. 


Buying Habits Affected 


The tremendous development of 
suburbs in Pittsburgh surely has af- 
fected buying habits here, just as 
this suburban trend in living has af- 
fected buying habits on a nation- 
wide scale. 

More outdoor sports activities, 
pride in new homes and gardens— 
these factors may seem far removed 


from the cosmetic business. Actually 
they are not. Just as the correctness 
of dressing for every occasion has 
disappeared from the American 
mode of living—the former correct- 
ness of using cosmetics (as ap- 
proached by firms selling cosmetics) 
certainly must be disappearing also. 
A recent series of stories written 
for a Pittsburgh newspaper titled 
“Growing Pains in the Suburbs” 
(covering this area only) pointed 
out in facts and figures what has 
been happening in this city. 
Perhaps an analysis by alert cos- 
metic buyers of what is selling—and 
why—as well as what items are not 
selling—and why—might be of tre- 
mendous value to manufacturers. 


Cincinnati Reports Top Sales in Solid Colognes, 
Creams, Coty Sampler, Houbigant Hand Lotions 


Mary LINN WHITE 

Cincinnati — There are smiles on 
all the cosmetics departments buy- 
ers’ faces, and apparently it is the 
weather—hot and cold—that has 
done it. Every store reports a rush- 
ing business in solid colognes. Cor- 
day’s new packet of four fragrances, 
purse size, at $2, is much mentioned 
as a good seller. Too, all without 
benefit of a single line of newsprint 
minute of air time, “Step 
Lively,” the Virginia Parks foot- 
help is doing very well. Samples 
were presented to the sales girls in 
advance. It helped their weary feet 
and they are doing the selling them- 
selves. 


| Creams Selling 


The hot weather has dried out 
skins and the sun has added wrin- 
kles which show up worse than usual 


| on the first cool days. Various treat- 
ment specials (Dorothy Gray, Bar- | 


| bara 


Gould, Tussy, Bonne Belle, 
and Frances Denney) at half-price 
help break down customers’ reluc- 
tance. Apparently, spring, not fall, 
is the time for these specials for the 
creams would probably move any- 


| way at this time of the year. 


Like Coty’s new solid cologne, its 
newer package of seven perfume 


samples at $2 is walking out. This | 


idea of perfume samples is good for 


several reasons: it keeps perfumes in | 


women’s purses, keeps them per- 
fume-conscious, gives them several 
scents for one price so that they can 
get a real preference for one, and 
appeals to their ever-lasting love for 
things diminutive. 

Revion’s indelible creme lipstick 
has arrived, and is selling well, but 


not in numbers anywhere near com- 
parable to Helena  Rubinstein’s. 
Hers was tops when introduced, 
and is still bread and butter for 
many a department. There seems to 
be a lack of confidence in the Rev- 
lon product; anything which needs 
blotting, our gals reason, is not in- 
delible. There's hope for Revlon, 
however, in the fact that there have 
been some complaints of the drying 
qualities of Rubinstein’s. As winter 
dries more women’s skins they will 
insist on something that feels more 
creamy. Right now, however, buy- 
ers and salesgirls alike feel that the 
necessity for any blotting or “set- 
ting”’ period for lipstick is a distinct 
disadvantage. The Hazel Bishop 
stick is still “hot.” 


Houbigant Packaging Helps 


Going very well without fanfare 
is Houbigant’s new package of three 
attractively bottled hand lotions. 
Buyers agreed that it is the clever 
packaging that is doing it (no reflec- 
tion meant on the product, by the 
way). 

Lentheric’s new line, “Sheer- 
Beauty,” is to be promoted variously 
with fashion shows, and one store 
(Mabley and Carew) already has a 
window on it. Early response is ex- 
cellent. Also to be pushed is Har- 
riet Hubbard Ayer’s Clove Carna- 
tion, which is to get a play both in 
windows and in fashion showings 
(Shillito). 

Buyers here were discussing the 
unusual response to TV advertising. 
They said it is inconsistent, but 
wherever there is something new, 
which needs demonstration, resul- 





tant sales are gratifying. 
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Buffalo Volume Lags Behind Last Year’s; 


Fragrances, Creams, Travel Sets Lead 


MAGGIE FLEMING 


Buffalo — At long last, the tempo 
in toiletries has accelerated some- 
what during the past month. How- 
ever, though the average on unit 
sales went higher, the number of 
toiletries transactions and financial 
totals for this area were consider- 
ably behind those of this same 
period last year. 


Coty Clicks 


Coty’s $2.00 Prize Package and 
contest promotion was proving a 
slick sales stimulant at all the stores, 
enjoying particular success at Op- 
penheim & Collins, where it was the 
center of attraction on the island 
counter that’s just a glance and a 
step from the elevators. Flanking the 
Coty arrangement on either side 
were displays of Dana’s Tabu and 
D'Orsay’s Intoxication which were 
sharing the cash register honors. 
Most popular treatment item here 
at the moment was Tussy’s dry skin 
treatment cream, whose regular 
$2.00 size was being offered at $1.25 
for a limited time only. 


Berger’s Back-to-School 


A well correlated counter-after- 
counter display of diverse back-to- 
school items was achieving excellent 
sales results at L. L. Berger. In- 
cluded were waterproof plastic 
travel cases at $5.95 to $10.95; fitted 
pullman cases, fashioned by Trina, 
of rayon silk plaid, featuring plasti- 
cized lining and plastic soap dish, 
nail brush, tooth brush holder and 
nail brush—all for $3.00. Other 
breathtakingly reasonable glamora- 
bilae in this same price range were 
clutch bags of colorful velvets or 
ribbed silks with handsome fittings 

. and a DeVilbiss gold purse atom- 
izer. Rounding out the display were 
manicure sets and hand care items 
of varying prices. 

At the Wm. Hengerer Co., there 
was an increase over last month in 
regulars of all lines. Arden’s Blue 
Grass cologne stick was bought with 
great enthusiasm, as were Color 
Comb, and Revlon’s creamy indeli- 
ble lipstick. A special Charles of the 
Ritz promotion went over wonder- 
fully well, and the Milkmaid sale 
was sensational—offering regular 
$2.00 and $2.50 sizes of the emul- 
sion, hormone foundation and ton- 
ing milk at $1.55 each. Editorial- 
type ads used on Frances Denney’s 
Invisible Beauty Strap produced re- 
markable sales response. 
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Despite the fact that indelible lip- 
sticks are undeniably here to stay, it 
N. Adam that 
their popularity does not appear to 
be a threat to the old-type lipsticks. 
Incidentally, though, the original 
sensation stirred up by the creamy 


| consistency of Revlon’s indelible lip- 


stick has lost none of its momen- 
Another standby suffering no 
demotion from the introduction of 
newer innovations is the cream deo- 
dorant which is still in popular use 
and constant demand. 


| Successful September Specials 





September specials that achieved 
excellent results here included Dor- 
othy Gray’s skin creams, Denney’s 
Oils of the Wilderness and Barbara 
Gould’s night cream. However, the 
buying of most current-day specials 
cannot compare with that of the by- 
gone years when customers bought 
ahead on reduced merchandise for 
their own dressing tables—or to be 
used as eventual gifts. That trend 
has bowed to modest buying that 
refuses to purchase more than will 


| be needed for two months ahead, at 


the most. And stocking ahead for 
eventual gifts is hardly indulged in 
at all. 


Advertising, Promotions 
Spur Dallas Sales 
JEAN ROBERTS 


Dallas — With the coming of fall, 
and finally of cool weather, traffic 


and advertising in the cosmetic de- | 


partments has increased tremen- 
dously. The chain drugs have tied 
hair preparations to a back-to-school 
promotion, 
nents of all 
hair rinses. 


kinds, shampoos and 


Makeup Best-Sellers 


Make-up items have been big sell- 
ers in the department stores. 

Promotion on Prince Matcha- 
belli’s new “Beloved” 
been very successful in Dallas. 
Harris had a girl going through the 
store giving away scented blotters 
calling attention to the new fra- 
grance. This was tied-in with an 
advertisement in 
and a display window. Results were 
very good. Tiche-Goettinger also 


cologne has | 
A. | 


the newspapers | 


featuring home perma- | 





carried this promotion introducing | 
it with large newspaper ads. Reac- | 


tion was quick and good. 





A. Harris also reports fine results 


on Rubinstein’s 
' which was _ intro- 
duced with a statement enclosure. 
Enclosures on D’Orsay’s “Tri Pock- 
ets” also was good. A special two- 
color newspaper ad on Reylon’s in- 
delible lipstick brought many cus- 
tomers. 


in a promotion 
“Beauty Pairs” 


Samplers Sell 


Several department heads report 
that Ciro’s sampler set off what they 
believe will be a lasting trend. These 
are attractively packaged gift items 
priced to fit the budget. Other 
brands are coming out with similar 
groups. Clerks believe they will con- 
tinue to be good sale items. 

Perhaps the most unusual cosme- 
tics news to come from Texas in a 
long time is a new perfume especially 
for a Dallas store, Neiman-Marcus, to 
be sold exclusively in Dallas. 

It comes in bottles from one-half 
ounce to four ounces. The perfume 
is bottled and packaged in France 
and Neimans will be the only outlet 
in the world. By Christmas the store 
plans to have the perfume bottled 
in handblown flacons done by Steu- 
ben. The bottles will be made here 
and shipped to France. 


Price Hikes Raise 
Sales Figures 


MAYNITA GERRY 

Atlanta—Fall came early to this 
section and with it the usual pickup, 
stimulated by the need for newer 
lighter cosmetics for newer, darker 
clothes, so that by the first two 
weeks of September things were 
back to normal. 

On a comparative basis sales for 
this year are better, dollar-wise, than 
they were for the same period last 
year, and indications are that the 
end of the year will tally up an 
even greater increase. The outlook 
for Christmas sales is good. 

The reason for this is not neces- 
sarily an increased interest in cos- 
metics—although this is responsi- 
ble to a small extent—but rather a 
general hike in the price of cos- 
metics—across the board. 

Items that have gone bigtime in 
the Atlanta area and have given in- 
valuable support to sales figures in- 
clude indelible lipsticks and purse- 
size colognes, both of which have 
been sell-out items during special 
promotions. 

With a whole new group of per- 
fumes coming out this fall, such as 
Corday’s “Toujours Toi,’ and Coty’s 
‘Meteor,’ cosmetic sales people have 
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dedicated themselves to getting 
‘more fragrances on more women 
for more occasions.’ With only par- 
tial success, they will have chalked 
up some realistic sales figures on 
which to close the books for 1951. 

Hair preparations have not di- 
minished in popularity. They were 
active all summer and are expected 
to pick up with the arrival of the 
winter season. 

Atlanta’s heavy social season of 
debuts, concerts, weddings and col- 
lege festivities kicks off with the first 
home football game of the year and 
doesn’t stop rolling until Lent. 
consequent toll on the 


The 


cosmetic 


cache is heavy and offers a good op- 
portunity for getting rid of slow 
items as well as the introduction of 
new. Any quick-change makeup 
gimmicks are sure fire sellers during 
this season. And those who can’t af- 
ford frequent trips to beauty salons 
invade cosmetic aisles, foraging for 
‘stuff’ that will assure them reason- 
able success at home. 

Sad to relate, Christmas packages 
have thus far created little if any 
excitement among the sales person- 
nel. It is to be hoped they have 
more appeal for the customer. One 
excused them with “They just 
aren't new.” 





Technical Abstracts 





Activator for Machineless Hair- 
Waving Pads, (C.A. 45, No. 2, 830, 
1951) Harry W. Mace (to Samuel O. 
Ronk and Louise R. Hunter). U.S. 
2,531,359, Nov. 21, 1950. An activat- 
ing aq. soln. to be used on porous 
hair-waving pads is prepd. from: 
polyoxyethylene glycol (av. mol. wt. 
6000) 10, NH,Cl 3, AICI, 4, and 
H,O 83% by wt. Thus impregnated 
pads permit the deposition of org. 
substances on the hair but prevent 
diffusion of any alk. waving soln. 
from the hair into the heating pad. 


M.L.H. 


The Paste Index of Waxes— 
2 New Tentative Method. (C.A. 
5, No. 2, 883, 1951) L. Ivanovsky. 
Paint Oil Colour J] 118, 816-18, 820, 
822 (1950).—A review of the theory 
and practice of a new wax const. is 
given. There are 3 outstanding sys- 
tems of semi-solid wax prepns.: (1) 
lattice structure (wax pastes), (2) gel 
structure (characterized by swelling 
of the wax and shrinking of the 
paste made therefrom), and (3) gel- 
paste structure (transition stage be- 
tween paste and gel, possessing opti- 
mum values of solvent retention. 
The penetrometer (modified), for 
testing pastes with 2 sets of penetra- 
tors and a set of wts., is described 
and illustrated, also the method of 
test. The paste index; (a) dets. the 
oil-absorption capacity of waxes and 
wax mixts. in relation to the solvent 
used, (b) permits judgment of the 
oil-binding capability, (c) evaluates 
the thixotropic properties of pastes, 
(d) furnishes a production-standard 
control, (e) shows the influence of 
the pouring and filling room temps. 
on the paste consistency, (f) gives 
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technological raw material control, 
and (g) evaluates the temp. resist- 
ance of pastes and polishes. 

W. H. Boynton 


The Estimation of Coconut Oil 
in the Presence of Mineral Oils 
and Other Vegetable Oils. (C.A. 
#5, No. 2, 882, 1951) S. Narayana 
Iyer (Govt. Anal. Lab., Madras). 
J. Sci. Ind. Research (India) 9B, No. 
t, 93-5 (1950).—Erroneous results 
are obtained by the standard proce- 
dure for estg. coconut oil in adulter- 
ated samples by means of Reichert 
and Polenske values when the 
adulterant is a mineral oil, owing 
to interference with sapon. of the 
coconut oil. To ensure complete 
sapon. sufficient time should be al- 
lowed for the alkali to act on the oil 
mixt. (overnight). Percentage of 
coconut oil present can be detd. 
from standard curves plotting coco- 
nut oil content aaginst Reichert 
plus Polenske values. J.P.C 


Development of Essence In- 
dustry in Japan. (C.A. 45, No. 1, 
282, 1951). Yoshijiro Tomigashi. 
Koryo (Aromatics) No. 12, 2-3 
(1950)— Growth of essence industry 
in Japan following the first import 
of lemon essence from Great Britain 
in 1907 is briefly discussed. Spices. 
Kunikazu Sakurai. Ibid. 4-8.—Gen- 
eral mode of physiol. and pharma- 
col. actions of spices, their chem. 
constituents, vapor pressure of the 
oils in them, and different sources 
as to botanical species as well as 
parts of the plant are discussed and 
classified for about 40 species. 
ARTIFICIAL BUTTER  FLA- 


VOR. Saburo Komori (Osaka 
Univ.). Ibid. 9-10.—Optimum con- 
ditions for prepn. of diketones and 
acyloins by reducing esters by Na 
are discussed. The results of using 
the different esters on the yield of 
diketone and acyloin and _physi- 
cochem. consts. of 8 acetoin homo- 
logs are also given. AROMATICS 
FROM SOY. Kenjiro Shoji (Sagami 
Women’s College). Jbrd. 11-12—A 
review of 3 reports already pub- 
lished (C.A. 30, 1938; 31, 49678) is 
supplemented with further results 
that aromatic essence from soy, 
phenolic compds., contains S and 
CN groups, and cannot be distd., as 
resinification occurs even at room 
temp. FRUIT FLAVOR. Uichi 
Isono. Ibid. 13-15. Natural flavors 
of 16 different kinds of fruits and 
of several varieties of each kind are 
described. Seventy-six synthetic 
fruit flavors are also listed. CLOVE 
TREE AND CLOVE. Ogawa Koryo 
Co. Ibid. 19-24.—Results of in- 
quiries as to botanical feature, re- 
quirement for cultivation and sea- 
sonal influence on the tree, and 
various uses of the oil as well as the 
oil contents of buds, peduncles, and 
leaves are given. GERANIUM 
AND PATCHOULI. Kaneharu 
Yamada. Ibid. 25-8.—Botanical de- 
scription of various species of Pelar- 
gonium and patchouli. CLOVES 
IN SPICE ISLANDS. Masami Shi- 
raishi. [bid. 28-9.—The amt., sp. gr., 
sp. rotation of the oil, and percent- 
age of eugenol in the oil were detd. 
with 7 samples of cloves obtained 
during the war from various locali- 
ties in and around Spice Islands. 
These results are compared with 
samples recently obtained from Cey- 
lon, Zanzibar, and Macassar. 


Aluminum Monoacetate, as 
Thickener for Aqueous Solu- 
tions. (C.A. 45, No. 2, 827, 1951) 
Steinkohlenbergwerk Rheinpreus- 
sen, Chemische Werke (Walter 
Grimme and Friedrich Josten, in- 
ventors). Ger. 800,405, Nov. 6, 1950 
(Cl 120 11). Distilable Al alcohol- 
ates are caused to react with dil. 
HOAc. (1 mol, Al alcoholate to | 
mol. HOAc to 2 mol. water), and 
the reaction product is air-dried at 
temps. at or below 35° and ground. 
Freshly distd. liquid Al isopropox- 
ide 204 kg. is agitated under cooling 
with HOAc 69 kg. (62.5%) at 30- 
35°, and the resultant mixt. of Al 
monoacetate and Me.CHOH is air- 
dried at 35° and ground. The alc.- 
free product is water-sol. up to 3% 
without thickening effect; solns. 
contg. 4-7%, of it thicken within 48- 
72 hrs. The vroducts are useful for 
the prepn. of pharmaceutical and 
cosmetic jellies. 
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Association News 


Society of Cosmetic Chemists 
Sets Annual Fall Meeting 


The Society of Cosmetic Chemists 
will hold its annual fall meeting 
Thursday, December 6, in the ball- 
room of the Biltmore Hotel, New 
York City. 

‘Technical papers will be read and 
discussed, and it is requested that 
communications concerning these 
be addressed to the chairman of the 
Program Committee, Dr. Donald H. 
Powers, Warner-Hudnut, Inc., 113 
W. 18th St., New York, N.Y. 


T.G.A. Schedules Three 
Annual Conventions 


The Toilet Goods Assn. will hold 

conventions on May 13, 14, and 15 
in 1952; on May 12, 13, 14 in 
1953; and on May I1, 12, and 13 
in 1954. All will be held at the 
Waldorf Astoria Hotel in New 
York City. 


T.G.A. Scientific Section 
to Convene December 5 


The Scientific Section of The 
Toilet Goods Assn. will meet 
Wednesday, December 5, at the 
Waldorf-Astoria Hotel. 


Robert B. Brown Elected 
T.G.A. Director 


Robert B. Brown, president of 
Bristol-Myers Products Division, 
has been elected a director of The 
Toilet Goods Assn. to complete the 
term of Joseph P. Hardie, who re- 
signed. 


Flavoring Extract Mfrs.’ Assn. 
Group Plans Vanilla Research 


The Scientific Research Commit- 
tee of the Flavoring Extract Assn. 
of the United States had their usual 
fall meeting at the Lake Shore Club, 
Chicago, IIll., September 28, pre- 
sided over by Dr. K. R. Newman of 
American Home Foods, Inc., and 
attended by chemists of the other 
members, at which time plans were 
laid for research for the coming 
year, particularly as to special 
investigations on vanilla beans, 
vanilla extracts and flavors, and 
extensive plans were made for co- 
operation with a considerable num- 
ber of dairy colleges. 

Over the years the Committee has 
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done much to contribute toward 
the use of better flavors in flavoring 
ice cream and other frozen foods 
made by the dairy industry, and this 
year plans to work in co-operation 
with the candy and bakery indus- 
tries. 


C. M. Macauley Elected 
DCAT Chairman 


Charles M. Macauley of the 
Pro-phy-lac-tic Brush Co. was 
elected chairman of the Drug, 
Chemical and Allied Trades Sec- 
tion of the New York Board of 





C. M. Macauley 


Trade at its 61st annual meeting at 
Shawnee-on-Delaware, Pa. Other of- 
ficers elected for the next fiscal 
year are vice-chairman _Lloyd_ I. 
Volckening, Ivers-Lee Co. presi- 
dent; treasurer, Hugh S. Crosson, 
McKesson & Robbins, Inc.,  re- 
elected; secretary, Helen L. Booth, 
re-elected. James G. Flanagan, 
vice-president of S. B. Penick & Co. 
was reappointed as counsel. 


ASEC Honors Nobel 


Laureates at Reception 

The ASEC conferred honorary 
memberships on Nobel Laureates 
George Hevesy, L. Ruzicka, and 
Arne Tiselius at a reception held 
on September 13. The occasion was 
in honor of the Overseas Delegates 
to the Diamond Jubilee of the 
American Chemical Society and 
the Congress of the International 
Union of Pure and Applied Chem- 
istry. 


American Society of Perfumers 


Enjoys Talk on Aerosols 


Compounders of aerosol per- 
fumes learned much of interest and 
value to them at the September 


meeting of the American Society 
of Perfumers. The meeting was well 
attended and followed an informal 
cocktail party and dinner. Raoul 
Pantaleoni of E. I. duPont de- 
Nemours & Co. Inc., explained in 
a practical way what happens 
when some perfumes are mixed 
with propelling agents for aerosol 
use. 

Following the dinner President 
Fred Fielding called on the mem- 
bers for a silent tribute to the late 
Dr. Arthur Behr a member after 
reading a well composed memorial. 

The October meeting will be a 
closed one. A talk on lipsticks will 
be given at the November meeting. 


F. D. Snell to Speak on Europe 
at Chemists’ Symposium 


Foster D. Snell will address an 
open meeting of the Assn. of Con- 
sulting Chemists and Chemical En- 
gineers, Inc. His topic, Europe, is 
part of the symposium “Exported 
Know-How—The American Chem- 
ical Consultant Around _ the 
World.” The meeting will take 
place October 23 at the Belmont 
Plaza Hotel, New York City. 


N.B.B.M.A. Announces Officers 
and Directors for 1951-1952 


The National Beauty and Bar- 
ber Mfrs. Assn. has announced its 
officers and directors for the year 
1951-1952. Officers are Sheldon R. 
Odell, The Odell Co., president; 
K. H. Mamlok, Turner Hall Corp., 
Ist vice-president; J. W. Hanlon, 
Dermetics, Inc., 2nd _ vice-presi- 
dent; C. Van Housen, Scolding 
Locks Corp., 3rd_ vice-president; 
O. Long, Emil J. Paidar Co., 4th 
vice-president; Mark Arend, Ray- 
mond Labs., Inc., 5th vice-presi- 
dent: Frank Rosendahl, Wella 
Corp., secretary; and H. F. Ber- 
trand, treasurer. 


ADACIOM Luncheon Meeting 
Features TV Advertising Talk 


R. E. Krings, director of adver- 
tising of Anheuser-Busch, spoke on 
television from the viewpoint of 
the advertiser at the first fall lunch- 
eon meeting of the Associated Drug 
and Chemical Industries of Mis- 
souri on September 12. The lecture 
was illustrated with a film showing. 


Chemical Specialty Mfrs. Assn. 
Plans Annual Meeting 

The Chemical Specialties Mfrs. 
Assn. will hold its annual meeting 


December 2-4 at the Mayflower Ho- 
tel, Washington, D.C. 
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Hints for Improving Production 


How to modernize plant lighting so as to cut down production 


cost, increase the efficiency of workers and reduce acci- 


dents. Basic points to consider for any type of illumination. 


EW standards in plant illu- 
mination, new methods of 
lighting and new short cuts 
projected afford opportunities for 
economies in management, lower- 
ing production costs, increasing ef- 
ficiency of workers and keeping 
maintenance costs at a minimum. 

Costs of completely modernizing 
the lighting in any plant are now 
so low that the assets of complete 
illumination far offset them. 

Ease of seeing without eyestrain 
or tiring is today fundamental to 
safe, efficient and economical oper- 
ation of any plant. The results are 
evident in greater accuracy of 
workmanship, increased produc- 
tion, decreased costs, greater use 
of floor space, easily main- 
tained cleanliness, improved mo- 
rale among employees and fewer 
accidents. 


Accident Relationship 


Extensive statistics collected over 
a number of years show lighting is 
the direct cause of five percent of 
all industrial accidents and a con- 
tributing cause in 20 percent. In 
one study made by Westinghouse 
over a year’s period of time it was 
shown that fatal accidents de- 
creased sharply during the summer 
months of good daylight illumina- 
tion and increased sharply during 
November, December and Janu- 
ary. 

Good illumination in the shop 
or plant means a good deal more 
than just the proper level or quan- 
tity of illumination . . . it also 
means proper quality and that in- 
cludes such things as the color of 
the light, its direction, the diffu- 
sion used, steadiness of the light 
and how successful we have been in 
cutting down glare. 

Diffusion is obtained by many 
different devices but their princi- 
ple is to expand .the size of the 
light sources and scatter the light 
in all directions even to taking ad- 
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vantage of reflection from walls 
and ceilings. Fixtures which cannot 
accomplish this purpose have no 
place for they are obsolete. 


Direction of Light 


Direction of light has been 
found to be of great importance 
also for it determines how shadows 
fall over and around work or are 
completely eliminated. The latter 
goal should be sought. 

Even distribution of light over 
working areas has been found to 
be the answer to the eye fatigue 
problem. Where an employe’s eyes 
must move from one object to an- 
other or from one section of the 
workroom to another an uneven 
distribution of light has _ been 
found to be an encouragement to 
fatigue. Balanced lighting has 
therefore become of more impor- 
tance. Such balance can be ob- 
tained by use of sensitive meters. 
Where these are not available an 
ordinary photographer's light meter 
can be used effectively to balance 
lighting in any area. 


Glare 


Modern practice also calls for 
elimination of glare in working 
areas. Glare is any _ brightness 
within the field of vision of such a 
nature as to cause discomfort, an- 
noyance, interference with vision, 
or eye fatigue. 

It has been found that employes 
working under glare conditions 
soon become nervous and irritable. 
They also suffer a reduction in efh- 
ciency and become more accident 
prone. 

Direct glare from fixtures has 
been completely eliminated in 
modern lighting and only where 
fixtures are mounted too low from 
the ceiling will there be any glare 
present if they are used. All fix- 
tures should be mounted above the 
normal line of vision of the people 
working in a given area. 


Reflected glare is generally 
caused when bright images or win- 
dows are reflected into eyes from 
any reflecting surfaces. Reflected 
glare is generally more annoying 
than direct glare because it is so 
close to the line of vision that the 
eye cannot avoid it. 


Steadiness 


Steadiness of illumination is also 
another quality to be sought for. 
Flicker has been practically elimi- 
nated by the use of 60-cycle current 
and fluorescent lighting. In the lat- 
ter two-lamp fixtures will eliminate 
any flicker that may be existant. 

The variance in light value of 
natural sunlight during the aver- 
age day can be handled through 
the use of such accessories on win- 
dows as venetian blinds and by en- 
gineering artificial lighting in the 
plant to compensate for changing 
natural light conditions. 

Good practice in daylight light- 
ing now calls for intensities being 
kept above a minimum of 10 foot 
candles on the working plane and 
requires a uniform distribution of 
light insofar as it is practical to do 
so. Window and roof lighting 
should be designed with this value 
as a base. Some engineers recom- 
mend that a single story industrial 
building should have a window 
area of at least 30 percent of the 
floor area. 


Reflections 


Attention should also be given to 
reflecting surfaces outside of the 
building. Faces of structures, walls, 
roofs, etc., can all throw damaging 
light reflections into the plant. If 
they are finished in the lightest 
practical colors and kept in proper 
maintenance this danger is re- 
duced. 

Dirt on windows is also a serious 
detriment to proper daylight illu- 
mination. On the average, one au- 
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thority states, vertical windows lose 
50 percent of their efficiency, win- 
dows sloping 30 degrees lose 75 
percent of their efficiency and win- 
dows on a slope of 60 degrees lose 
83 percent of their efficiency 
through six months accumulation 
of dirt thereon. 

It has also been found that such 
accumulations on windows over a 
given period of time will be about 
75 percent on the inside and 25 
percent on the outside. Windows 
should definitely be washed at least 
twice a year and oftener in certain 
areas. 


Mounting Height 


Mounting height determines 
spacing of lighting units and this 
is generally limited by headroom 
and glare as well as ceiling height. 
In general, the spacing should not 
exceed the mounting height. For 
indirect lighting the spacing may 
be as much as_ one-and-one-half 
times the mounting height. 

Room proportions influence the 
amount of light absorbed by the 
walls, which does not reach the 
work area. The amount of light re- 
flected from the walls and ceiling 
will have a direct effect upon the 
intensity of illumination. 

Lastly, it has been found that ar- 
tificial lighting demands as much 
maintenance attention as the 
equipment used. Within the first 
month lighting efficiency can be 
decreased as much as 18 percent by 
collection of dirt on the lamp and 
luminaire. 

ag ng wiping or washing of 
the lamp and fixtures at short in- 
tervals are therefore good mainte- 
nance. Conditions of walls and ceil- 
ings should be watched, burned 
out lamps replaced, attention 
should be given to possible under- 
voltage which will cut down 
proper illumination and the cor- 
rect combination of lamp and lu- 


minaire should be _ constantly 
checked.—E.W.F. 


Packaged Drying Unit 


For use in many processes 
where the drying of expensive or 
delicate products is necessary a 





New Drying Unit 
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new packaged drying unit is of- 
fered by the Patterson Foundry & 
Machine Co. The unit consists of 
a rotary dryer with drive, screw 
feeder, air heater, fan and dust col- 
lector integrally mounted on a 
steel frame. Variation of the feed 
rate is possible to enable the op- 
erator to meet any variation in dry- 
ing characteristics of the material. 

The unit is available in a num- 
ber of standard sizes. 


Air Vent Pouring Spout 


A safety air vent pouring spout 
that is made to fit any size carboy 
and is said to assure a smooth 
even flow of acid without spurts or 
splashes is offered by the General 
Scientific Equipment Co. 


Rubbish Incinerator 


Due to the increased cost of 
hauling rubbish away the Plibrico 





How the Rubbish Destructor Works 


standard rubbish destructor offered 
by the Plibrico Jointless Firebrick 
Co. is likely to be of interest to 
many manufacturers. The inciner- 
ator is available in four standard 
sizes. The destructor is described 
along with special incinerators for 
garbage and cafeteria refuse, bio- 
logical and pathological material, 
wood refuse and special applica- 
tions in a well compiled and pro- 
fusely illustrated 16-page catalog. 


One-Pint Kneader 


A one-pint kneader is an- 
nounced by Charles Ross & Son 
Co. It is a steam jacketed heavy 
duty kneader and mixer and is the 
companion to a series of kneading 
machines ranging in size up to 150 
gallons. The unit is easily tilted by 
a balance arrangement for quick 
discharge of the material. 


Portable Carrier 


A portable carrier that enables 
one man to move heavy drums and 
barreis has been developed by AI- 
lied Dealers Supply. It has charac- 
teristics of both a hand truck and 





a dispensing rack. After lifting the 
drum on to the carrier which has a 
1000 lb. capacity, and transporting 
it to the place of use, the carrier 





Hand Truck and Dispensing Rack 


is tilted onto its back and becomes a 
waist high storage rack for dispens- 
ing. The handles telescope out of 
the way. 


New Type Floor Matting 


A new type of floor matting 
made of sponge rubber known as 
Air Tred is offered by the D. W. 
Moor Co. It is claimed to be re- 
silient, and long wearing with a 
semi-hard surface. Used in corri- 
dors and aisles it silences footsteps 
and is said to increase efficiency by 
retarding fatigue. 


Drum Cleaning Machines 


Drum cleaning machines which 
are said to simplify and speed up 
the removal of dirt, rust, paint and 
other foreign materials from 30 
and 55 gal. returnable steel drums 
and lids before reuse are an- 
nounced by the Pangborn Corp. 
Metal abrasive hurled against both 
the interior and exterior surfaces 
of the drum by centrifugal force 
is said to scour the metal in sec- 
onds leaving a clean bonding sur- 
face for repainting. Drums are au- 
tomatically handled during the 
cleaning operation. One man is re- 
quired to load and unload the bar- 
rels. The cleaning cycle takes from 
50 to 90 seconds. Spent abrasive is 
cleaned by a separator and re- 
turned to the machine for reuse. 





Conveyor in Operation 
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New Products and Developments 


Distribution in New York Market 


Daily delivery service every busi- 
ness day in the week to every point 
in the metropolitan New York 
market including northern New 
Jersey is promised to toilet prepa- 
rations manufacturers and those in 
allied fields by Consolidated Drug 
Delivery, according to a folder de- 
scribing its service which is avail- 
able on request. A number of cos- 
metic firms employing the service 
are listed. 


Insect Control 


A new method for the control 
of a variety of small insects includ- 
ing flies, has been covered by a pa- 
tent issued to American Aerovap 
Inc. A minute quantity of lindane 
continuously dispersed by a ther- 
mostatically controlled vz aporizer is 
lethal to certain insects and harm- 
less to humans. One ounce per 
month of lindane disseminated by 
an Aerovap vaporizer is sufficient 
for enclosed areas up to 20,000 cu. 
ft. it is stated. 


Fast Sealer for Shipping Cases 


Boxeal shipping case glue pro- 
vides permanent, non crystallizing 
bonding of box flaps that rein- 
forces the rated strength of corru- 
gated shipping cases according to 
the manufacturer, Paisley Products 
Inc. When used in automatic case 
sealing machines it may be used as 
received for fast bonding it is 
pointed out whereas for hand 
brushing it can be further diluted 
with water for easy application. 


Tape Strap for Containers 


Tape strap is so strong it may be 
substituted for metal strapping in 
many types of containers according 
to the makers Mid States Gummed 
Paper Co. Its tensile strength is re- 
ported as 180 lbs. per inch of 
width. 


Calculating Charts 


Special calculating charts com- 
piled to meet almost any business 
need are offered by Delbridge Cal- 
culating Systems Inc. The charts 
are used for billing, costing, 
mark-up, extensions, area coverage, 
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payroll computations, chain dis- 
counts etc. The company claims 
that tests prove the chart system of 
computation to be faster and more 
accurate as well as quieter than 
machine work. 


Corn-cob Product 


Cocob, a corn cob_ product 
ground, cleaned and milled into 
various sizes by the Agri-Indus 
Mig. Co. is offered for use on floors 
to absorb greases, oils, water, etc. 
and for other purposes as an ab- 
sorbant, a filler, a carrier or an 
abrasive. It is claimed to absorb 
about 375 per cent its weight. One 
pound is said to absorb 33, Ibs. of 
water. 


Testing Employes’ Aptitudes 


A new edition of the Martin 
packaged aptitude testing program 
is available to office managers to 
aid them in making the best use of 
their employes’ abilities. The apti- 
tude testing kit includes a number 
facility test, a name checking test 
and a number checking test, a vo- 
cabulary test and other related 
tests. A manual is provided. The 
employee’s suitability for various 
office duties is determined by com- 
paring his pattern of abilities with 
standard patterns in the manual. 
Further information will be sup- 
plied by the Martin Publishing Co. 


New Cupcase Thermometer 


A new cupcase thermometer, 
narrow enough to fit into 2-in. 


gauge pipes in oil storage tanks 
is announced by Tagliabue Instru- 
ments Division, Weston Electrical 
Instrument Corp. It is stated to 
conform to all A.S.T.M. require- 
ments. 


Trade Literature 


A new nitrosyl chloride booklet 
giving the most complete review 
ever published on the properties 
and reactions of this interesting 
product has been published by the 
Solvay Process Division, Allied 
Chemical & Dye Corp. 40 Rector 
it. New York, 6, N.Y. It contains 
80 pages and is available to execu- 
tives and research workers. 


Money and time in chemical 
market research is saved by the 
Chemical Market Report issued 
monthly by Foster D. Snell Inc., 29 
W. 15 St., New York, 11, N.Y. The 
subscription price is $15 _ per 
month for one copy; and addi- 
tional copies may be had for $7.50 
per month. A leaflet describing the 
Report and its coverage may be 
had for the asking. 


The story of research is the title 
of a well considered, skilfully pre- 
sented and well illustrated 32-page 
booklet issued by E. I. du Pont de 
Nemours & Co. It outlines in a tell- 
ing way the research of the big du- 
Pont organization to show its im- 
portance and significance. 


A Canadian directory of drug 
stores listing 3800 names in the 
various provinces has been com- 
piled by the B. J. Hunter Secre- 
tarial Service. It is sold to manu- 
facturers and wholesalers at a mod- 
erate cost. 


A second edition of the only 
Mexican industrial directory is be- 
ing published by Rolland Publica- 
tions in two volumes containing 
5,000 pages. Manufacturers of all 
types of merchandise in Mexico are 
listed. An English-Spanish diction- 
ary is included to facilitate its use 
by American and other sellers. The 
price is $20. 


Hormones and the complete line 
of fine chemicals offered by Mann 
Fine Chemicals Inc. are listed in a 
folder which is available on re- 
quest. 


Selling information at your fin- 
ger tips is the subject of a 24-page 
booklet issued by E. R. Squibb & 
Sons. It is illustrated and is in- 
tended to bring about more effec- 
tive selling techniques at the drug 
counter. 


Recent birth lists compiled by 
William F. Rupert who specializes 
in national birth lists are available 
to manufacturers in need of such 
lists at a nominal charge. 


Ising standard synthetics and 
specialties are listed in a leaflet is- 
sued by the C. E. Ising Co., Flush- 
ing, N.Y. which will be sent to 
anyone interested on request. 
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D. & R.’s Glamour Cycle 


DAGGET & RAMSDELL is Christmas 
marketing Frosty the Snowman in 
castile soap, accompanied by two 
cylinders of pine-scented bubble 
bath. The package sells for $1. 
Frosty the Snowman with a soap 
snow ball sells for 69 cents. Both 
packages enclose smal] stand-up fig- 
ures and trading cards spelling out 
the name of the character. Another 
D. & R. gift item is Gay Manhattan 
Glamour Cycle package, featuring 
an 1890 girl on a bicycle, wheels 
of which are formed by packages 
of Gay Manhattan Beauty Film, a 
lotion powder base, and Pressed 
Face Powder in matching shades. 
The combination retails for $2. 
The products sell separately for $1 
each. D. & R. is also featuring a red 
combination Christmas gift pack- 
age of its 314 oz. lather shaving 
cream, a 50 cent item, and a 6 oz. 
size of after shave lotion, a $1 
seller, for a total price of $1. 


JEAN PATOU is marketing a purse- 
size perfume flacon, called Com- 
panion. The ridged crystal flacon 
is topped with a matching gold 
ridged cover and is said to be easily 
refillable. A glass dropper to trans- 
fer perfume from large bottles ac- 
companies each package. Compan- 
ion contains one-sixth ounce of 
perfume. With Moment Supreme, 
Amour Amour and Colony it sells 
for $3.50; with L’Heure Attendue 
and Cocktail Dry it sells for $3.75; 
and with Joy, encased in a green 


274 October, 1951 


saddle-stiched leather sheath, it 


sells for $10. 


CHIROPODY PRESCRIPTIONS INC. plans 
to test promote Poof, a new foot 
powder, in Washington and Hart- 
ford. The product is said to be de- 
odorant, anti-perspirant, and fun- 
gicidal. 


COLGATE-PALMOLIVE PEET CO. is fall 
promoting a Colgate Princess Doll 
as premium. Window posters and 
shelf talkers will be employed. 
Palmolive after shave lotion is be- 
ing offered in a special larger size 
Christmas bottle. It comes in a gold 
and green carton and sells for $1. 


SHULTON has added moire pillows, 
filled with roses and spice scented 





Shulton’s moire pillows 


sachet, to the Early American Old 
Spice line of toiletries. Packaged 
three to a colorfully decorated box 
with acetate cover, they sell for 
$1.25 per box. 


PARFUMS CHARBERT, INC. is substi- 
tuting Breathless Eau de Toilette 
for Breathless Cologne. It is re- 
packaged in a skirted bottle in a 
cerise and gold carton. Breathless 
perfume has also been repackaged, 
in a box of cerise facile material 
against beige satin. Among new 
items in the line are guest and bath 
soap and sachet. 


BYMART, INC. will employ local 
newspaper and radio station adver- 
tising, together with national net- 
work television and radio programs 
and color displays in fashion mag- 
azines, Sunday supplements and 
comics in its Tintair fall and win- 


ter advertising program. Slogan of 
the campaign will be “Have you 
seen your hair lately? He _ has!” 
Also featured will be a new prod- 
uct, called “Lightening Change”, 
designed to lighten hair as many as 
eight shades, and allowing the user 
a choice of several blonde shades 
from the same package. Jet Black, 
a new color, will also be promoted. 


J. FLortis, Itd. is holding an Octo- 
ber promotion of its Red Rose Per- 
fume, toilet water, soap and sachet, 
tieing in with the visit of Princess 
Elizabeth. The English rose, it is 
pointed out, is a symbol of the 
British crown. 


HARRIET HUBBARD AYER is_ intro- 
ducing First Blush, a liquid foun- 
dation to be used with or without 
powder. The product comes in 
eight shades. Packaging consists of 
a one-ounce bottle, resembling an 
old-fashioned ink-well. The price is 
$1.25. Ayer’s new fall shade, Clove 
Carnation, is being introduced 
in its indelible lipstick, Cream 
Rouge and Dry Rouge lines. Ayer’s 
Christmas gift items include the 
Savonette set, at $1.25, a flacon of 
Golden Chance cologne moulded 
into a cake of Golden Chance 
soap, all packaged in an iridescent, 
snow-flake-studded box with acetate 
window; also, Light Kisses, a lip- 
stick in a luminous cerise case and 
topped with a pink styrofoam bulb. 
The midnight blue packaging re- 





Ayer’s Golden Chance 


sembles an electric light bulb con- 
tainer. It sells for $1.25. Even 
Steven is a white styrofoam dice 
containing Golden Chance cologne 
stick and Golden Plaid lipstick. It 
retails for $2.50. 
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SEAFORTH is introducing a red and 
green Christmas sleeve for its new 
Groom Stick solid after shave lo- 
tion. 


LUCIEN LELONG will offer 200 bot- 
tles of Edition Limited, at $110 per 
2 o2. 


CUTEX’s new long lasting lipstick is 

called Stay Fast, and is claimed to 
be creamy and without drying ef- 
fect. It comes in seven shades “and 
two sizes, retailing for 29 and 59 
cents. A limited time combination 
special of Lotion Polish Remover 
and Nail-flex is priced at 59 instead 
of 79 cents. Special merchandise 
bonuses are offered to retailers on 
specified quantity orders in several 
lines. Cutex’s new fall and winter 
polish and lipstick shade is called 
‘Taffy Apple. National advertising 
in women’s and fan’s magazines has 
been scheduled. Cutex nail polish 
and harmonizing lipstick were 
voted a “Certificate of Award” for 
September by the Hollywood fash- 
ion and beauty board of Modern 
Screen Magazine. 


TINTAIR has franchised 16 operators 
of 64 beauty salons to vend and 
apply Tintair. Only one salon or 
chain of salons in each city will be 
appointed. 


MACY’sS New York, N. Y., Italy-in 
Macy’s promotion included several 
cosmetic items, including colognes 
from C. V. Emme, Milan, in Ve- 
netian hand-blown re-usable con- 
tainers, Villa D’Este eau de _ co- 
logne and La Ducale’s La Violetta 
de Parma perfume. 


HOUBIGANT offers its Chantilly and 
Quelques Fleurs perfume in mini- 
ature sizes for fall and Christmas 
selling. Each retails for $1.95. 





Lentheric’s Sheer Beauty 


LENTHERIC is introducing a new 
line, Sheer Beauty Make-Up, con- 
sisting of Liquid Foundation and 
Powder Pac at $1.25 each, face 
powder at $1.50, Blush Tint rouge 
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at $1.25 and cream at $1, mascara 
at $1.75, and an eyebrow pencil at 
$1.35. An intensive national adver- 
tising and publicity campaign has 
been scheduled. 


DERMETICS is introducing an auto- 
matic eyebrow pencil with propel- 
repel action. It retails at $1.25. Dis- 
play cards holding nine pencils are 
employed. 


RICHARD HUDNUT is distributing Du- 
Barry Penetrating Cleanser, a liq- 
uid preparation in a 5 oz. ivory 
polyethylene bottle a _ plas- 
tic cap. It retails for $1.5 


PARFUMS CORDAY is distributing 
Purse-Solids, a grey and silver suede 
box, containing sticks of four fra- 
grances. It sells for $2. 


TUSSY COSMETIQUES and Lovable 
Brassiere Co. are distributing Pa- 
quette, a brassiere and sachet com- 
bination to be on the market 





Brassiere-sachet combination 


November 1. The package consists 
of two white bras—one nylon and 
one satin—and a sachet, all in a 
rayon satin envelope. The sachet is 
made of felt impregnated with 
Midnight perfume, and covered 
with satin and is perforated on the 
back. It is inserted in the bras be- 
hind a front lastex insert. The 
package retails for $3. 


CICOGNE, INC., is distributing Baby 
Stork gift package which can be 
hung from a ribbon. The case is 
made of transparent plastic and a 
black base, and holds a small stork 
with a dram bottle of Sortilege. 
The perfume retails for $3.95, 


MILKMAID is marketing a new line, 
Coloristic cosmetics, in “Third Di- 
mension in Beauty” 


GERMAINE MONTEIL has launched a 
new estrogenic hormone product, 
Anatome Fluid Make-Up, at $5 per 
1 oz. and $8 per 2 oz. size. 


HELEN NEUSHAEFER is introducing a 
new shade, called Cinderella Rose. 





Parfait’s bath sets 


PARFAIT SALES is distributing a bath 
set line packaged in drums de- 
signed by that studio. Puppet 
Powder Mitt retails for Three 
castile soap and bubble bath sets, 
Gus and Jag, Mad Hatter and 
March Hare, and Alice and White 
Rabbit, retail for $! each. 


HELENA RUBINSTEIN Claims its nail 
polish eliminates the need for an 
undercoat. In a spillproof bottle, 
the price is 85 cents for opalescent 
shades and 60 cents for all others. 
New Rubinstein fall shades in the 
Stay-Long lipstick line are called 
Bright Saying and Lively Talk. 
Starting November 1, Rubinstein 
will promote her Silk Velvet Hand 
Lotion on a nation-wide scale. The 
product is newly packaged in a 
polyethylene squeeze bottle. It sells 
for $1.25 per six oz. 


PROCTER & GAMBLE is sending pur- 
chasers of new Prell shampoo a 
complimentary tube of the same 
size, upon receipt of the empty 
carton. The offer is limited to one 
free tube per family, and expires 
November 15. 


LANVIN is Christmas promoting an 
1g oz. size of Arpege perfume, 
combined with a 2 oz. bottle of 
Arpege toilet water in a gift box. 
The combination sells for $5.50. 


PARFUM L’ORLE is introducing Per- 
fume Essences in 114 dram flacons, 
individually packaged in a wooden 
box. They come in an assortment 
of 50 fragrances to harmonize with 
the L’Odorante line. Cloth-bound 
book volumes of 24, 12, or 6 as- 
sorted flacons sell for $60, $30, and 
$15. 
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PEPSODENT is marketing Shadow 
Wave, a home permanent kit 
claimed to wave and set hair simul- 
taneously. It is said to be self-neu- 
tralizing and to require no rinsing. 
The curlers have end-papers and 
lack rubber bands or straps. Retail 
price is $2. Pepsodent will launch 
Chlorodent, a green toothpaste 
containing chlorophyll, with a 
huge advertising campaign. Maga- 
zines, newspapers, television and 
radio will be employed. 


pD’ORSAY is starting an intensive 
Christmas advertising campaign. 


WILDROOT liquid cream shampoo 
is marketing a special combination 
package consisting of two 39 cent 
bottles for 58 cents. 


ASSOCIATED BRANDS has scheduled a 
promotion of its Kidmetics toile- 
tries line for children from 4 to 14. 
Window streamers and counter dis- 
plays are being distributed and 

consumer advertising campaign 
will get underway in November. 


ROUX has scheduled the largest ad- 
vertising campaign in its history. 


CHRISTIAN DIOR announces a new 
atomizer refill for its larger atomi- 
zer. It holds 1 oz. of either Miss 
Dior or — fragrance and re- 
tails had $22.50 


PARFUMS CIRO is marketing Quintet, 
a package with five half dram bot- 
tles of its perfumes. It sells for $2. 





Faberge’s bath perfume set 


FABERGE is distributing Bath Per- 
fume, an oil base fragrance for use 
in the tub. Packaging consists of a 
miniature decanter with a golden 
spout and stopper. The product 
comes in four scents and sells for 
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$3.75 and $6.50. Minuettes is a gold 
and white gift ensemble of all 
four fragrances. It sells for $3.75. 


ELIZABETH ARDEN is marketing Lip- 
stick Duo, a lipstick with two com- 
plementing shades, one for base. 
The package retails for $2 and $3, 
depending on size. 


ODELL’s regular size and travel size 
of Hair Control are being offered 
combinedly for 53 cents instead 
of the regular price, 84 cents. 


SEVENTEEN has arranged special 
store displays in 57 top ‘department 
stores as part of a nationwide per- 
fume promotion. 


PEGGY SAGE is one Stay 
Sheen, a $1 lipstick and < 1 plastic 
Trillium case with three purse size 





Peggy Sage counter card 


lipsticks. It retails for $1.25. New 
Peggy Sage fall and winter shades 
are called Flying Colors as tie-in 
with Stroock woolens. Counter 
cards with fabric swatches permit 
shade matching. Polish and _lip- 
stick have removable red_ plastic 
wings. The Whirligig package con- 
sists of a polish and a_purse-size 
harmonizing lipstick on a _ plastic 
spiral. It retails for $1.25. 


LOKI, INC. is marketing Mischief, a 
new perfume. 


CHEN yYu’s new fall color is “Singing 
Copper” 


TATTOO is adding a plastic compact 
containing compressed powder to 
its low priced line of cosmetics. 
An expansion of the already re- 
packaged line is being planned. 
Thus far it includes nail enamel, 
lipstick, cologne, solid cologne, 
rouge and mascara. The repack- 
aged line was successfully tested 
recently in Westchester County, 
N. Y., and a newspaper advertising 
campaign and television spot com- 
mercials are now scheduled for the 
New York City area. 








Chamberlain’s display 


CHAMBERLAIN is undertaking a spe- 
cial dealers’ fall promotion of Clear 
Lotion and its new Coralite Cream, 
featuring extra profits and a coun- 
ter display. Free Coralite Cream 
samples for consumers are also be- 
ing featured. 


GUERLAIN, INC. will introduce Vol 
de Nuit eau de cologne in Febru- 
ary. Packaged in the characteristic 
Guerlain disc bottle, it is priced 
at $7.50 per 6 oz., $4.50 per 3 oz. 


HELENE PESSL, INC. is promoting its 


line of children’s toiletries for 
Christmas giving. They include 
toilet water in a candle shaped 


bottle with a red flame-like tip, 
together with two cakes of soap. 
The box is in the form of a book 
with a removable Christmas card. 
The package sells for $1.50. Bub- 
ble Bath Cottage, containing 15 
packages of concentrated _ per- 
fumed bubble bath powder, retails 
for $1. Blue Carousel Toy, con- 
taining toilet water, bubble bath, 
hand lotion, shampoo and talcum 
powder, sells for $5. 


HELEN NEUSHAEFER is introducing 
a pressed powder. The product 
comes in six colors and is said to 
require no foundation. It retails 
for 59 cents per box. 


TUVACHE PERFUMES is planning a 
65 city distribution pattern of its 
products. Promotion will be ex- 
panded, with local ge sup- 
porting publicity for each store. 
The firm’s newest product is Skin 
Perfume, said to have a_long- 
lasting fragrance due to the use of 
a new solvent which requires the 
body’s warmth as a catalyst. 
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Developments in the Flavor Field 


Those who work in the flavor field found a number of 


papers presented at the 120th meeting of the American 


Chemical Society of much pertinent interest and value 


HE American Chemical Soci- 

ety held its 120th meeting in 

New York City from Septem- 
ber 3 to 7, 1951. This was a most 
momentous occasion for this or- 
ganization for it was its Diamond 
Jubilee. In conjunction with the 
Diamond Jubilee of the American 
Chemical Society, the XIIth Inter- 
national Congress of Pure and Ap- 
plied Chemistry was held from Sep- 
tember 10 to 13, 1951. This meet- 
ing was thus a most important 
event. President Truman _pro- 
claimed the week in which it was 
held as National Chemistry Week 
and a commemorative stamp, the 
first stamp ever printed by the 
United States Government in 
honor of a scientific organization, 
was issued to mark the 75th anni- 
versary of the American Chemical 
Society. 

Because of this combination of 
meetings and events, one of the 
largest, if not the largest, meeting 
of chemists was held. The registra- 
tion during the first week of meet- 
ings was 13,456 and the total regis- 
tration for the two weeks was close 
to 17,000. 

Since this was a Diamond Jubi- 
lee, it was a time for appraisal of 
the past and a time to take a guess 
at what will happen in the future 
and this was done through a series 
of symposia sponsored by each of 
the Divisions of the Society. 

In these symposia, there were a 


® Professor of Chemical Engineering, Poly- 
technic Institute of Brooklyn. 
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number of papers presented which 
were of considerable interest not 
only to chemists but also to all who 
work in the flavor field. 


Crystal Gazing 


James Bryant Conant, famous 
chemist and president of Harvard 
University looked into his plastic 
crystal ball and attempted to 
prophesy the future and so did 
number of other chemists, among 
them, Arturi Virtanen of the Bio- 
chemical Institute of Helsinki, 
Finland. Dr. Conant said, “The 
use of new techniques has made 
the world food situation in 1999 
something quite different from 
what it was 50 years before. These 
alterations coupled with the discov- 
eries about the relations of dietary 
factors to the birth rate and the 
rapid rise in the standards of living 
in nations once overcrowded seem 
to provide the new century—the 
2lst—with an answer to Malthus.” 
Malthus, you will recall, had pre- 
dicted that there would eventu- 
ally be a food shortage because the 
population of the world was in- 
creasing in geometrical progression 
while the food supply was increas- 
ing in arithmetical progression. 


Possible Sources of Food 


Virtanen pointed out that 
proper utilization of the soil would 
enable us to grow twice to three 
times the amount of food per acre. 
Other chemists stressed the utiliza- 


tion of other possible sources of 
food such as algae. All of these pre- 
dictions should be of great interest 
to the flavor chemist and flavorist 
for one of the major factors in 
broadening the base of our food 
supply is the factor of palatability 
for no matter how nutritious a 
given projected food material might 
be, if it is not palatable, and pal- 
atability implies the factor of flavor, 
it will not be consumed and there- 
fore will not be useful. It will be up 
to the flavorists and flavor chemists 
to make such foods palatable as 
well as nutritious. 


Synthetic Ethyl Alcohol 


Dr. Conant made another pre- 
diction of interest to readers of this 
section: “I note in passing that by 
1990 the beverage industry is 
based entirely on synthetic ethyl al- 
cohol, micro-organisms being used 
only for a minor fermentation to 
give flavor as is now the case in 
producing sherry. Carbohydrates 
are used no longer for producing 
beer or wine or distilled spirits.” 

For my part, I have no hesita- 
tion in predicting that in 1990 
many people will still enjoy a juicy 
steak in preference to pills with the 
same nutritional value and that 
products which depend on natural 
flavors as well as products which 
depend on synthetic and artificial 
flavors will be in wide demand. 

A symposium on the chemistry 
of meat and other products of the 
meat-packing industry was held on 
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September 5 under the auspices 
of the Division of Agricultural and 
Food Chemistry. Among the pa- 
pers as in this symposium 
was one by F. E. Deatherage of the 
Department of Agricultural Bio- 
chemistry, the Ohio State Univer- 
sity and Ohio Agricultural Experi- 
ment Station, Columbus, Ohio, on 
the chemistry of fresh meat and its 
relation to tenderness and other 
palatability factors. 


Meat Research 


Dr. Deatherage pointed out that 
the emphasis on meat research in 
the past and even in current re- 
search is still on the production of 
meat animals on a quantity basis 
with little regard for the quality of 
the meat from the consumer’s point 
of view. Consumers demand tender 
and flavorful meat without ex- 
cessive fat at the lowest possible 
cost. To satisfy such consumer de- 
mands, it is necessary to evaluate 
the attributes of meat quality such 
as tenderness, juiciness, and flavor, 
in terms of biochemistry, physiol- 
ogy, feeding management, and 
genetics. There is growing realiza- 
tion that little is being done in this 
field but this very realization in- 
dicates that progress is being made. 
With the development of suitable 
techniques to measure adequately 
and reproducibly the aforemen- 
tioned consumer quality attributes 
greater progress can be made. 
Work is going on in determining 
the relationship of connective tis- 
sue and muscle plasma to tender- 
ness and the causes of changes in 
tenderness of meat are also being 
investigated. The contribution 
of intramuscular fat, commonly 
termed marbling, to juiciness and 
tenderness of meat has been under 
study by several laboratories and 
some results clarifying this re- 
lationship have been obtained. 
There has also been some _ prog- 
ress in understanding the relation- 
ship of breeding and feeding man- 
agement to consumer quality of 
meat. 


Field Opening Up 


By and large while not too ex- 
tensive investigation of the factors 
involved in obtaining meat of high 
consumer quality has been made, 
there is litthke doubt in Dr. 
Deatherage’s mind that the field has 
opened up and that much infor- 
mation will be gleaned from such 
investigations. These, he stated, 
could be carried out economically 
when run at University farms in 
conjunction with supply to the 
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cafeterias or other feeding places 
run under University management. 


Meat Fat Shortenings 


Another paper in this sympo- 
sium was presented by Howard C. 
Black of the Research Laborator- 
ies of Swift & Co., Chicago, Ill. on 
meat food fat shortenings. It was 
pointed out that the original short- 
enings were made from meat- 
food fats. Then when vegetable 
oils became available and adequate 
hydrogenation processes were de- 
veloped, high quality shortenings 
were made from these oils. In the 
past 20 years, Dr. Black pointed 
out, methods have been developed 
for processing meat food fats into 
high quality shortenings for all 
purposes and also for specialized 
uses and these products combine 
the inherent advantages of meat 
fats, such as high shortening power 
and nutritional value with other 
properties required in good short- 
enings. 


Achievements 


In these 20 years among the 
problems solved were increase of 
the keeping quality by the use of 
antioxidants, removal of odor and 
off flavor by development of suit- 
able deodorization techniques, and 
improvement of plasticity, plastic 
range, and creaming and _ baking 
qualities by proper control of 
formulation, chilling, and temper- 
ing. 


Essential Oils 


In a symposium on lecture dem- 
onstrations which was started off 
with a bang by Dr. Hubert N. 
Alyea of the Department of Chem- 
istry of Princeton University by 
means of an explosion, a paper 
was presented by E. E. Langenau, 
of Fritzsche Bros., Inc. on essential 
oils in modern industry. This 
comprised a demonstration of the 
importance of essential oils and 
their related products, the use of 
the Clevenger distillation appara- 
tus for the determination of the es- 
sential oil content of crude botani- 
cal products, and the use of steam 
distillation in the essential oil in- 
dustry. 


Preservatives 


Prof. Holger Erdtman of the 
Royal Institute of Technology of 
Stockholm Sweden told the mem- 
bers of the Division of Cellulose 
Chemistry about a number of newly 
discovered chemicals that have 





bactericidal and fungicidal proper- 
ties and thus can possibly be used 
as preservatives. These substances 
are found in the heartwood, or 
hard central part of the trunk, for 
the heartwood, in contrast to the 
sapwood, is sometimes highly re- 
sistant to attack by fungi and in 
some instances by insects also. 
Prof. Erdtman studied trees of 
the conifer group including cy- 
presses, pines, junipers, western red 
cedars and Alaska yellow cedars. 
One of these substances is pinosy]l- 
vin, 3,5-dihydroxy-trans-stilbene. 


Tobacco 


A symposium on the chemistry 
of tobacco was also sponsored by 
the Division of Agricultural and 
Food Chemistry. Among the topics 
covered were “The Chemistry and 
Biochemistry of Green Tobacco” 
which was presented by R. F. Daw- 
son of the Department of Botany, 
Columbia University; ‘Constitu- 
ents of Tobacco, their identifica- 
tion and determination” by J. J. 
Willaman, Eastern Regional Re- 
search Laboratory, Philadelphia; 
“Chemical Changes during the 
Curing of Cigar Leaf Tobacco” by 
C. O. Jensen, Department of Ag- 
ricultural and Biological Chemis- 
try, the Pennsylvania State College, 
State College, Pa.; “Processing of 
Cigarette ‘Tobaccos” by F. R. 
Darkis and E. J. Hackney, Liggett 
and Myers Tobacco Co., Durham, 
N.C.; and “Chemical Changes in 
Tobacco Associated with the Flue- 
Curing Process” by C. W. Bacon, 
Raymond Wenger, and James F. 
Bullock, Division of "Tobacco, 
Medicinal and Special Crops, Bu- 
reau of Plant Industry, Soils, and 
Agricultural Engineering, Agricul- 
tural Research Administration, in 
cooperation with South Carolina 
Agricultural Experiment Station. 

There were more papers on fla- 
vor and related topics presented 
at the XIIth International Con- 
gress of Pure and Applied Chem- 
istry. Some of these will be ab- 
stracted in a subsequent issue. 


Spices in Capsule Form 
Eliminate Measuring 


Use of liquid spices in unit-meas- 
ure capsules eliminates measuring 
or weighing out spices. Pepper, 
coriander and nutmeg are now on 
the market in this form. They con- 
sist of essential spice oils in edible 
gelatin capsules. In use, the cap- 
sules are first dissolved in boiling 
water. The product is also soluble 
in concentrated syrup and oils. 
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Flavor Needs of the Armed Forces 


Current procurement of flavorings is extensive. . 


. Flavorings used. 


What the Quartermaster’s Food and Container Institute for 


the Armed Forces does. . 


S an indication that the 
Quartermaster Corps consid- 
ered flavoring materials ex- 
tremely important in World War 
If a few procurement figures are 
of interest: 
Vanilla 

Liquid Vanilla. Over 2,000,000 8 
oz. bottles to the end of World War 
II. 

Vanilla Flavoring. About 3,000,- 
000 boxes holding i92 tablets each 
or over 500,000,000 tablets. 

Maple Tablets (Total Purchase). 
Over 1,000,000 boxes of 192 tablets 
each or about 250,000,000 tablets. 


Spices. Wartime procurement 
was approximately 32,000,000 
pounds. 


The current procurement of fla- 
vorings by the Armed Forces is 
quite extensive. Although data on 
purchases of individual flavorings 
are not available the quantity of 
foodstuffs purchased in which these 
materials are frequently used is 
rather large. In the fiscal year of 
1949 the procurement of non-per- 
ishable general products amounted 
to over 300,000,000 pounds equiva- 
lent to approximately $50,000,000. 
This includes purchases by the 


* Abstract from F. E. M. A. paper. 
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Army, Air Force, Navy, Marines 
and foreign civilians. A little over 
half of this quantity was for domes- 
tic use oma the remainder was 
exported. 

Let me emphasize the fact that 
the figures just cited are only an 
approximation. It is impossible to 
ascertain the exact quantity of fla- 
vored foodstuffs purchased. The 
application of flavorings to Army 
rations is very extensive. The fla- 
voring products industry is ex- 
tremely important to the well be- 
ing of the soldier, sailor, airman 
and marine, not to mention the 
civilian overseas. 


Flavorings Used by Armed Forces 


A. Vanilla—Thirty-five percent 
or more ethyl alcohol was used in 
vanilla extract. The great demand 
for this alcohol by the explosives 
industry plus the difficulty of im- 
portation of vanilla beans during 
World War II made it necessary 
for the Army to find a substitute 
for the extract. 

After considerable experimenta- 
tion in cooperation with the indus- 
try vanilla flavoring tablets were 
deve loped. They consisted of vanil- 
lin, coumarin, lactose and corn- 


wate LacQuEe 
OGRA GLOSS 


. Evaluation of flavors and soluble spices. 


starch. At the time of this work, 
lactose was very much needed for 
penicillin. Until cheaper materials 
were found for penicillin cultures 
salt had to be used in place of lac- 
tose for the vanilla tablets. Storage 
resulted in hard tablets that were 
very difficult to dissolve. 

Other problems arose and were 
subsequently solved, such as stand- 
ardization of strength, ease of dis- 
integration and volatilization in 
cooking and baking. 

Vanilla flavoring tablets have 
proven satisfactory and _ have 
caused no complaints in the field. 
Vast amounts of alcohol have been 
conserved. The weight and space 
saving affected over standard va- 
nilla extracts is over 90 percent. 
The Navy has adopted the tablets 
for its own use because of the in- 
herent advantages. 

B. Maple Flavoring Tablets— 
The maple flavoring tablet was an 
outgrowth of the vanilla tablet. 
The advantage of savings in space 
and weight, product uniformity 
and absence of alcohol are imme- 
diately obvious. The maple tablet 
consists of lactose, cornstarch, cer- 
tified color and imitation maple 
flavor. 

The biggest problem in this 
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product is the development and 
use of an imitation maple flavor 
that will more closely approximate 
the natural maple flavor. Recent 
work on this problem by the indus- 
try and the U.S. Department of 
Agriculture regional laboratories 
indicates that a good imitation will 
soon be readily available. 


The Institute 


The Quartermaster Food and 
Container Institute for the Armed 
Forces was established in March 
1946. The mission of the Institute 
includes the following responsibil- 
ities: 

1. Formulation of acceptable, 
stable, utilizable and nutritionally 
adequate military rations. 

2. Design of containers for sub- 
sistence and other supply items to 
meet military requirements. 

3. Performance of essential re- 
search and development to im- 
prove foods, rations and containers 
for Armed Forces use. 

{. Attainment of end items as 
improved or newly developed by 
cooperation with Industry. 

5. Acceleration of solutions to 
problems encountered in adapting 
foods and containers to military re- 
quirements by cooperation with 
public and private research groups. 

6. Provision of technical and 
scientific advice to the Quartermas- 
ter General on long-range and on 
immediate problems encountered 
in the function of feeding and sup- 
plying the armed forces. 

7. Participation as observers or 
representatives of the Quartermas- 
ter General, in official boards deal- 
ing with rations and container 
items. 

8. Preparation of specifications 
for subsistence items and contain- 
ers that will adequately stipulate 
the military requirements of our 
items. 

For organizational purposes the 
technical portion of the Institute is 
divided into two large parts: The 
Food Laboratories and the Con- 
tainer Laboratories. The Food 
Laboratories are divided into com- 
modity divisions and Nutrition, 
Acceptance, Stability and Cookery 
groups. The Container Laborato- 
ries are divided along somewhat 
different lines. 

The Military Operations Office, 
with its liaison officers from all the 
armed forces (plus an officer from 
Canada) serves to transmit the mil- 
itary requirements for rations of 
their branch of service to the 
proper technical operating body in 
and is sold through drug, grocery, 
gist or scientist then has the func- 


280 October, 1951 


tion of translating that require- 
ment into a technical objective and 
to pursue that objective toward an 
ultimate and logical solution. 


Flavor Evaluation 


The recognition of the great im- 
portance of flavor in rations has 
resulted in the establishment of a 
laboratory devoted entirely to its 
evaluation. This includes not only 
measurement of flavor properties 
by skilled panels but also consumer 
acceptance testing. In most in- 
stances it is impossible to ade- 
quately describe the essential qual- 
ities of flavor, i.e., taste and odor 
by means of chemical tests. Thus 
the finished products have to be 
subjected to an evaluation by pan- 
els of human tasters. We are rea- 
sonably certain that we will never 
have a complete substitute for such 
testing. However, the more we 
work with flavors, the more we add 
to our fund of knowledge, the 
closer we hope to get to a totally 
objective description and control 
of the flavor properties of foods. 
Two problems on flavorings that 
presently face the Institute are 
given below: 

(1) Evaluation of Soluble Spices 

There is a great need for remov- 
ing inert constituents from rations 
(and consequently conserving over- 
all weight and space) and stand- 
ardizing ration items for competi- 
tive bidding. The standardization 
of soluble spices would contribute 
to a considerable saving in ship- 
ping space and weight as well as 
yielding more acceptable and uni- 
form ration items. 

(2) Stabilization and Use of Es- 
sential Oils 

The use of proper stabilizers in 
essential oils is important to the 
stabilization of beverage bases, 
non-alcoholic flavorings and other 
subsistence ration products con- 
taining essential oils. A need also 
exists for the evaluation of experi- 
ence in the use of single and multi- 
strength oils in various products. 

The QM Food and Container 
Institute looks to the flavoring in- 
dustry for cooperation and guid- 
ance in providing the armed forces 
with new and improved foods. 


Flavoring Ingredients 


ARIATIONS in fruit flavoring 
ingredients are limited. Orange 
flavoring, for example, may con- 


tain orange and other essential 
oils, terpeneless orange oil, gum 
tragacanth, propylene glycol, wa- 
ter and U.S. certified color. Grape 


flavoring might contain concen- 
trated true fruit flavor, esters, al- 
dehydes, ketones, alcohol, gum 
tragacanth, propylene, water and 
U.S. certified color. Other flavors 
have the same ingredients, except 
for the substitution of the desired 
flavor.—lood Processing 


News of the Industry 
O.P.S. Amends the Soft Drink 


Ceiling Price Regulation 


The Office of Price Stabilization 
has amended its soft drink ceiling 
price regulation (Supplementary 
Regulation 43 to General Ceiling 
Price Regulation) to make it ap- 
plicable to bottlers who sell 
through distributors as well as to 
bottlers who sell directly to 
retailers. 

As originally written, Supple- 
mentary Regulation 43 applied 
only to “wholesale sellers” of six to 
twelve ounce bottle size soft drinks. 
In the case of bottlers who sell 
through distributors, Supplemen- 
tary Regulation 43 permitted the 
wholesale distributors to take the 
ceiling price increase authorized 
by Supplementary Regulation 43 on 
sales to retailers, but did not pro- 
vide for the bottler to increase his 
price to the distributor. 

Amendment | to Supplementary 
Regulation 43, effective August 6, 
permits bottlers to increase the 
ceiling prices on their six to twelve 
ounce sizes selling below ninety-six 
cents for a case of twenty-four bot- 
tles to ninety-six cents or by six- 
teen cents, whichever is less. Dis- 
tributors may increase their price 
to retailers by the same extent. 

O. P. S. said the amendment 
would have no effect on ceiling 
prices of soft drinks sold at retail 
since the ceiling adjustment is one 
between bottlers and distributors. 

The amendment also requires 
that where any local tax has been 
removed or decreased since Janu- 
ary 25, 1951, and the tax was a 
part of the ceiling price, the ceiling 
price must be reduced by the 
amount of the tax increase. 


Pharma-Craft Corp. Launches 
Chlorophyll Mint Campaign 


The Pharma-Craft Corp. has 
launched a national magazine ad- 
vertising campaign for Freshies, its 
new chlorophyll mints, said to pur- 
ify bad breath. The product retails 
at 10 cents per roll of 12 tablets 
and is sold through drug, grocery, 
tobacco and candy counters. 
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Parade your product before women buyers in the height 
of fashion . . - packed to attract in stylish, crystal clear 
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Aiding you in the creation 


of fine fragrance is our means of achieving success. 
To broaden the scope of your creative 
abilities, we suggest that you draw 


upon Givaudan’s intimate association with 


CONTINENTAL GENIUS 


in the world of perfumery. Through 

our associates in France, Switzerland and elsewhere 
in Europe, the pulse of the sophisticated 

world of fragrance is interpreted... artistic trends in 
perfumery on the Continent are translated 


into new and finer materials for you. 


“Yours For Quality 
In All Things Fragrant” 


Gite Dears. 


330 West 42nd Street, New York 18, N. Y. 


Branches: Philadelphia + Boston + Cincinnati + Chicago + Seattle + Los Angeles + Toronto 














Suppose its A NORDA ORIGINAL, Dave?’ 


People talk about—and ask for—products that 
stand out. A NORDA ORIGINAL will give 


your products that stand-out, distinguishing 

















difference. 


A NORDA ORIGINAL is just that—it is origi- 
nal. It’s “something old,” it’s “something new,” 
and the union of the two results in an odor of 
real excitement, a fragrance of haunting charm. 


Use A NORDA ORIGINAL to produce and 


plan new toiletries women will love. Send to 
Norda, first ever to talk sales scents, for con- 
vincing free samples of this smell that will sell 
your products. 


NORDA MAKES 
GOOD SCENTS 
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ESSENTIAL OIL AND CHEMICAL COMPANY, INC. 
601 West 26th Street, New York 1, N. Y. 
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Synthetic Detergents Outlook 


Industry on the threshold of wonderful technical and marketing 


advances in cleaning agents . . . Responsibilities of the research 


chemist with respect to markets . . . 


T is not generally realized but 

markets are of a very great inter- 

est to the chemist. It’s quite a 
different interest from the interest 
of the sales executive. The sales ex- 
ecutive is interested in next 
month’s consumption and next 
year’s consumption when he must 
match material produced against 
sales or sales against materials pro- 
duced. 

The chemist—the research man 
—is concerned with markets five 
and ten years away when the prod- 
ucts of today’s research must find, 
in a responsive market, a_ profit 
commensurate with the imposing 
research expenditures which must 
be made before inventions can be- 
come material. 

The birth of a research project 
is something like the birth of an 
animal. If it’s a small animal, it 
takes only several weeks. A re- 
search project can be put into the 
plant very quickly if it is just a 
small project. 

The birth of an elephant takes 
two years, and the birth of a re- 
search project of a major order 
takes about nine years. 

The synthetic detergents now in 
their heyday have been on the 
American market for about twenty 
years. Nine years of research in- 
volves a very great investment, and 
the research man apprehensively 
® New Products Development, National Aniline 
Div., Allied Chemical & Dye Corp. Abstract 
from an address to the Assn. of American Soap 


& Glycerine Prodrcers Inc. and published by 
courtesy of “Soap.” 
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scans that far future for some ink- 
ling as to what conditions will pre- 
vail in the market when his dreams 
and efforts become an article of 
commerce. 


Purpose: Market Expansion 


He is not a prophet nor is he the 
seventh son of a seventh son, but 
his scrutiny of these faraway hori- 
zons Often gives him a very much 
misunderstood ivory-tower status. 
The purpose of his research is to 
expand markets, not to take busi- 
ness away from other markets. He 
does that either by making better 
products for which there is a 
greater demand or by making 
products that are more acceptable 
on price. 

The last twenty years have seen 
a great expansion of research in 
the soap and glycerine industry 
and in the detergent industry. 
Fine new laboratories have been 
built while others are planned. 
These research laboratories have 
projects started years ago under de- 
velopment. No one knows what 
wonders lie within the secret-con- 
taining walls of these laboratories. 
One thing is certain: that each one 
of them has a fascinating product 
to do a washing better than it was 
ever done before in its appointed 
field. 

The research chemist knows rel- 
atively little about next year’s mar- 
ket, but he has certain advantages 
in looking into the future market, 


Application research 


that is, the market of five and ten 
years away. In the first place, he 
has the normal sources of informa- 
tion. In addition to that, he has the 
advantage of knowing what people 
are thinking about, what their 
hopes and needs are. More than 
that, he sees in his laboratory test 
tube great new developments years 
before they are ever known to the 
market. 

He also has among his aban- 
doned projects washing agents of 
the most remarkable properties 
which were not commercially suc- 
cessful. Those are the skeletons 
hanging in the laboratory closet. 

Ot course, chemists are inter- 
ested in markets. It’s markets that 
pay for research. 


Four Tasks 


In this industry chemists have 
four separate responsibilities with 
respect to markets. Research must 
develop washing agents which will 
make some type of cleaning easier 
and more complete. The sales de- 
partment of the industry has given 
a marvelous example of what they 
can do with a new product of in- 
teresting properties, when they ran 
the sales of detergents by the bil- 
lion-pound mark. 

Research must provide an ade 
quate supply of raw materials. 

Research must provide better 
methods of using soap and syn- 
thetic detergents. 

New uses must be developed by 
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sound programs of application re- 
search, particularly in the indus- 
trial field. 

In this industry we distinguish 
between soap and synthetic de- 
tergents. There is no logical dis- 
tinction there, because soap is a 
detergent, too, but it’s a very practi- 
cal division and it also serves the 
present purpose very well because 
in looking towards the future im- 
provement of markets, these two 
classification can be advanta- 
geously considered separately. 


Soap Market Alive 


There will always be a soap 
market. In spite of the recent 
phenomenal development of syn- 
thetic detergents, the soap market, 
as measured by the annual con- 
sumption of fats and oils, has not 
shown any retrogression. When the 
final figures for the last year are 
out, I am sure we will find a good 
production of soap regardless of 
what the drop may have been in 
1949 and 1950. 

Perhaps it’s the synthetic deter- 
gents which have stimulated the 
improvement of soap, but be that 
as it may, along with the upsurg- 
ing synthetic detergents market has 
been an upsurge in the market of 
fats and oils which even up to the 
present time has shown no retro- 
gression. In other words, instead of 
looking to the synthetic detergents 
to conserve fats and oils, it appears 
that more fats and oils for soap 
must be provided. 


Soap Quality 


The quality needs of the soap 
industry can be expressed rather 


simply. It would be very desirable 
if soaps were developed which 
would wash more rapidly and 
which would rinse more easily. 


The future should see a more suc- 
cessful development of soap and 
synthetic mixtures. There are re- 
cent indications of success in this 
field, but up to the present the use 
of mixtures has been limited to 
certain specialties as cold-water 


soap, hard-water soap, sea-water 
soap. 
Soaps have always been im- 


proved by better formulation, and 
this work is certain to continue. 
The most important problem of 
the soap industry—and I am not 
looking at a short-range but a long- 
range view-point which is not con- 
nected with the present emergency 
—is the problem of materials. 
The soap business has been devel- 
oped, essentially, as a by-product 
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business. The important bases of 
soap have been inedible tallow and 
by-products from the refining of 
vegetable oils. There are factors 
which tend to increase these by- 
products such as greater popula- 
tion, greater refining of vegetable 
oils and, for the present, a high 
capita consumption of meat. But 
there are other factors, much more 
ominous, which from a very long- 
range viewpoint look more impres- 
sive. First, since the introduction of 
synthetic detergents, there has 
been an upsurge in the require- 
ment of fats and oils for soap. Fur- 
thermore, the improved refining 
methods for vegetable oils have re- 
duced by-products. In spite of the 
very high present per capita con- 
sumption of meat, the present 
trend is a little bit downward, and 
we read rather disquieting reports 
from foreign countries. Fatty acids 
are becoming an increasingly im- 
portant chemical raw _ material. 
That means that soap markets must 
compete with other chemical mar- 
kets for the supply. 

Finally, and most important of 
all, in half of the world the quality 
of fats seems less important because 
the people are on a starvation diet. 


Fats Supply a Big Factor 


Looking years ahead into the fu- 
ture, the soap business will be gov- 
erned by the supply of fats and 
fatty acids rather than by the de- 
mand for soap. 

The methods and equipment for 
making soap have been very much 
improved, but no long-range ex- 
pansion of those processes should 
be taken without giving serious 
consideration to the availability of 
fatty acids. Those soap chemists 
whose job it is to look from their 
ivory tower far into the future 
should at this time be starting their 
projects on synthetic fatty acids, 
projects which will mature ten 


years from now. And if these 
projects are not started and if 
they are not successful, then we 


must look for soap to become de- 
cidedly a luxury item. 

The soap industry has expanded 
steadily for years as measured by 
the steady increase in the con- 
sumption of fats and oils. There 
should be confidence that research 
can ease the problem by the syn- 
thesis of the satisfactory synthetic 
acids. 

While soap is derived from a lim- 
ited base material, namely, fats and 
oils, the detergents are derived 
from a wide variety of materials. 
The bulk of the synthetic deter- 


gents at this time is derived from 


petroleum. The materials, in gen- 
eral, are plentiful. There will be 
temporary shortages due to the 


equipment necessary 
these materials. 

The synthetics are also made 
from fats and oils as are soaps, but 
any great expansion of this busi- 
ness seems indeed doubtful. 

The development of the syn- 
thetic detergent does give the na- 
tion the choice of eating fats, using 
them for making chemicals, man- 
ufacturing detergents, or saponify- 
ing them for soap. 


to process 


Other Differences 


The problem with synthetic de- 
tergents is quite different from the 
problems of soap. Soaps are made 
from fatty acids obtained from 
natural oils and fats. Essentially, 
soap is made from five fatty acids: 
lauric, myristic, palmitic, stearic 
and oleic. This gives very little lee- 
way to the soap chemist whose im- 
provements in the action of soap 
have been for the most part limited 
to the formulation of soap, par- 
ticularly with respect to builders. 

With the synthetic detergents, 
quite the reverse is true. Since 
chemical compositions are to be 
synthesized it is possible to tailor 
detergents with very special quali- 
ties. 

While the number of fatty acids 
used in soap is limited where the 
synthetic detergent is concerned, 
there is practically an infinite num- 
ber of compositions possible. 


Possible Improvements 


The improvements in synthetic 
detergents, unlike the improve- 
ments in soap, will be brought 
about by improvements in the ba- 
sic ingredients. The synthetic de- 
tergents respond to formulation, 
too, but still the great improve- 
ments will be in the basic ingredi- 
ents. That is the reason why chem- 
ists suddenly become interested in 
why things wash and in the wash- 
ing process. 

The establishment of a synthetic 
chemical industry always makes 
available a series of specialized 
products, while in the past there 
has been an emphasis on all-pur- 
pose soaps so that a single box 
would take care of all the family’s 
needs. In the future one may ex- 
pect to see a great line of cleaners 
with specific uses, such as more ef- 
fective cotton washers, more rapid 
scouring powders, more pleasing 
hand soaps, less damaging sham- 
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poos, better tasting dentrifices, non- 
injurious paint cleaners, and in 
the industrial field, special products 
to wash fruit, products effective at 
low concentration for street wash- 
ing, and products which will be sta- 
ble and effective in the chemist’s 
kettle. 

The one type of soap will give 
way in the same manner as tortoise 
shell gave way to bakelite tele- 
phones, nylon tooth brushes, poly- 
ethylene combs, polystyrene lettet 
openers and beetleware dishes. 

Great improvements have been 
made in the basic synthetic deter- 
gent ingredients; really fascinating 
products with unusual properties 
are already under development. 


Application Research 


Finally, we come to application 
research, the one bright and guid- 
ing light that leads infallibly to 
larger markets. There has never 
been an instance where well-di- 
rected application research has not 
expanded the fields where avail- 
able products can be marketed. 

The sale of soap has _ been 
largely concentrated in the home. 
Chis is because of the limiting 
properties of soap. Soap is most ef- 
fective in the washing of things 
which are already almost clean. It 
is excellent for making slightly 
soiled linen white. Its limiting 
properties, such as its sensitivity 
to lime, acid and other industrial 
conditions, have restricted its in- 
dustrial use. 


Industrial Soap Uses 


Nevertheless, soap did find sub- 
stantial industrial uses, such as for 
emulsification, particularly of cold 
creams and cosmetic preparations, 
lor textile processing and more 
recently for the manufacture of 
synthetic rubber. The bulk con- 
sumption of soap has been esti- 
mated at 300 to 400 million 
pounds for the manufacture of 
synthetic rubber should convince 
anyone that the industrial applica- 
tion for soap needs further explora- 
tion, 

The synthetic detergents do not 
have the limiting characteristics of 
soap, and with them an even 
greater industrial development has 
been taking place. 

The potential use of soap and 
synthetics in industry is so great 
that it has no visible limits at 
present. Whenever a solid or an oil 
is treated with a water solution, the 
use of soap or a detergent is indi- 
cated. This covers every industry 
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that uses water, and that includes 
every important industry. 

The development of new indus- 
trial uses is economically devel- 
oped in a well-founded application 
research program. New uses are 
worked out by chemists familiar 
with industry. Genius is required 
in application research, just as it 
is in chemical research. The proper 
directions for the application of 
the soap or detergent to the new 
use are then studied and developed. 
At this point, it is possible to go to 
the potential consumer and to ad- 
vise him as to the specific improve- 
ments in his processes or product 
which will result through the use 
of soap or detergent. 

In other industries, such pro- 
grams are often carried out on an 
industry-wide basis; sometimes, 
through cooperation of company 
research laboratories, as in the case 
of the American Association of 
Textile Chemists and Colorists; 
and sometimes by the establish- 
ment of laboratories by the indi- 
vidual industries on a cooperative 
basis, as for example the Institute 
of Paper Chemistry and the Laun- 
dry Institute. Otherwise, the appli- 
cation research must be done by 
individual companies or by the 
consumer. In such cases, progress is 
correspondingly slow, and the cost 
is correspondingly high. A future 
increasing demand for soap and 
synthetic detergents can be assured 
on an economical basis by a sound 
application research program. 


Brilliant Opportunities 


We stand today on the threshold 
of wonderful technical and mar- 
keting advances in cleaning agents. 
Progress in this industry which has 
been slow but steady has had an 
increased tempo since the introduc- 
tion of the synthetic detergents. 

There is before us a future so 
brilliant in opportunity that it may 
well inspire those who are just 
starting their career in this indus- 
try. Everyone should take pride in 
the progress which has been made, 
because it means cleaner people 
and cleaner living. We have come 
to prize that cleanliness very 
highly. The tired, hungry and dirty 
man likes to be clean even before 
he likes to eat. Higher standards of 
cleanliness have brought better liv- 
ing conditions, less contagious di- 
seases, better health for children 
and longer life. Every one of us 
should be proud to have partici- 
pated in the programs which 
brought this about. 

America is the cleanest nation 
of the world. Our production of 


cleaners is about five billion 
pounds a year, of which soap and 
detergents is about four billion, 
that is four thousand million. One 
reads with interest the proud an- 
nouncement that East Germany 
has a five year plan to increase the 
soap production from 72 million to 
200 million. One of the best ways 
to keep our country the way we 
like it is to keep the country clean 
and healthier. Communism does 
not thrive in such surroundings. 


News of the Industry 


Lehigh Chemical Co. Expands 
Distribution of Andersol 


Lehigh Chemical Co. plans to 
expand distribution of Andersol, 
its liquid detergent, one city at a 
time. It has completed concen- 
trated sales and advertising tests in 
Allentown, Pa., offering a free plas- 
tic refillable bottle to customers 
with each 12 oz. jar of the product. 
In the first big promotion of the 
product since the war, the offer will 
be made in each area. 


Employes in Soap Industry 
Have High Arthritis Rating 


Among employes in 36 establish- 
ments in the soap industry sur- 
veyed by the U.S. Public Health 
Service, men over 35 years of age, 
especially packing laborers, showed 
an excessively high rate for ar- 
thritis and rheumatism. Beginning 
with a rate of 1.5 cases per 1000 
men for those under 25, rheumatic 
disease reached a high of 44.3 for 
those over 60, the rate from the 
youngest to the oldest group in- 
creasing more than 29 times. 


Washing Compound Is 
a Fungicide, Germicide 


G. N. Coughlan Co., West 
Orange, N.J., is marketing a wash- 
ing compound for washing walls. 
A 1% solution is said to clean, dis- 
infect, deodorize, and act as a fun- 
gicide and germicide. It contains 
dodecylamine lactate, alcohol, and 
dodecylamine salicyate. 


Soap Uses Hexachlorophene 
to Reduce Dermatoses 


Germa-Medica hand soap, a 
powdered germicidal soap contain- 
ing hexachlorophene, for the re- 
duction of dermatoses and other 
bacterial skin diseases, is being 
manufactured by Huntington 
Labs., Inc., Dept. FP, Huntington, 
Ind. 
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Price Regulations for Cosmetic 
Gifts Sets Sent to Manufacturers 


Supplementary regulation 67 of 
the General Ceiling Price Regula- 
tion covering new cosmetic gift sets 
has been issued by the Office ol 
Price Stabilization, Washington, 
D. C. and copies have been mailed 
to manufacturers in the industry. 
Any manufacturer who has not re- 
ceived a copy may obtain one by 
writing to the Office of Price Stabil- 


ization Washington, 25, D. C. 


T.G.M.A. of Canada Opens 


Its Own Headquarters 


Following the resignation ol 
Arthur E. Laverty who has served 
as secretary of the Toilet Goods 
Manufacturers Assn. of Canada for 
many vears, the association has 
opened headquarters at 57 Bloor 
St. Toronto. Mrs. Agnes Howard 
has been appointed exec utive secre- 
tary-treasurer and Mr. Laverty will 
continue as counsel. The mid Win- 
ter meeting of the association will 
be held at the Royal York Hotel, 
Toronto, December 7. 


Comprehensive Chemical Show 
in New York Nov. 26-Dece. 1 


Over 400 companies representing 
about 250 different classifications 
of equipment, materials and serv- 
ices will exhibit at the 23rd Ex- 
position of Chemical Industries in 
Grand Central Palace, New York, 
November 26-Dec. 1. 


Henri Hoffmann, Distinguished 
Perfumer-Chemist Now in U.S. 


Henri Jacob Hoffmann, chief re- 
search perfumer-chemist for the 
well known Societe Cadum, Paris, 
France, one of the largest soap 
and toiletry manufacturing com- 
panies in ‘that country, accom- 
panied by his son Henri Michel 
Hoffmann, arrived in the United 
States by airplane September 19 for 
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THE ROUND TABLE — 


consultation with the principals of 
his company, Colgate-Palmolive- 
Peet Co., Jersey City, N.]. 

Mr. Hoffmann was formerly per- 
fumer-chemist for the House of 
Guerlain in Paris but since 1932 





Ri 
Father and Son on Arrival at Idlewild 
Airport. 


has been associated with Societe 
Cadum. His son is a student in the 
Science Division of the Sorbonne 
where he has already taken two de- 
grees in chemistry. He expects to 
take his doctor’s degree in 1953. 

It was the first visit of both 
gentlemen to the United States and 
both were impressed with the re- 
ception accorded them. While here 
Messrs. Hoffmann will visit some 
of the places of interest in the met- 
ropolitan area before returning in 
a few weeks to France. 


International Beauty Show in 


New York March 10-13, 1952 


Plans are well under way for 
the International Beauty Show to 
be held at the Hotel Statler, New 
York, N. Y. March 10-15 according 
to an announcement of Joseph 
Byrne, manager. 








36 Perfume Mfrs. Take Part In 


New Orleans Perfume Promotion 


Thirty-six perfume manufactur- 
ers are participating in the Fete 
des Parfums, which will be present- 
ed by The New Orleans Fashion 
Group on November 19. Mayor 
de Lesseps Morrison will proclaim 
the date a “Fragrance Day.” 

Perfumes which will be represent- 
ed are White Satin by Angelique; 
Blue Grass by Elizabeth Arden; 
Evening in Paris by Bourjois; Carte 
Bleu by Hattie Carnegie; No. 5 
by Chanel; Breathless by Charbert; 
Directoire by Charles of the Ritz; 
Sortilege by Cigogne; Acclaim by 
Ciro; Toujours Toi by Corday; 
Meteor by Coty; Tabu by Dana; 
Goddess of Crete by Dermetics; 
Miss Dior by Christian Dior; In- 
toxication by D’Orsay; Tigress by 
Faberge; Five O’Clock by Gouriel- 
li; Golden Orchid by Dorothy Gray; 
Shalimar by Guerlain; Chantilly 
by Houbigant; Carnival by Hove; 
Magie by Lancome; Arpege by 
Lanvin; Tweed by Lentheric; 
Crown Jewel by Matchabelli: Crepe 
de Chine by Millot; Futur by Re- 
noir; Aquamarine Mist by Revlon; 
Fille d’Eve by Nina Ricci; Femme 
by Marcel Rochas; Odalisque by 
Nettie Rosenstein; Command Per- 
formance by Helena Rubinstein; 
Shocking by Schiaparelli; Desert 
Flower by Shulton; Midnight by 
Tussy; and Lavender by Yardley. 

The Fragrance Foundation, Inc. 
and The New York Dress Institute 
are cooperating with The New 
Orleans Fashion Group on the de- 
tails for the celebration. 


Soda Water Flavor Makers to 
Meet in Washington 


The 46th annual convention of 
the National Manufacturers of 
Soda Water Flavors will be held 
at the Hotel Statler, Washington, 
D. C. November 13. 
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Mrs. Van Sylke cuts the birthday cake while 
Jon Stein and Russell Kumbula look on. 


Philadelphia Cosmetic Assn. 
Has Tenth Anniversary Show 


Over 500 department and drug 
store buyers from various places 
in the East attended the tenth 
anniversary show of the Phila- 





tributing Formula #99, a pow- 
dered antiseptic hand cleanser, con- 
taining hexachlorophene, and the 
same soap base as Dial bar soap. 
[The product is said to function 
both in hot and cold, soft and 
moderately hard water. 


Cosmetic Advertisers Spend 28% 


of Sales Income for Advertising 


According to a survey of the 
\ssn. of National Advertisers, lead- 
ing cosmetics manufacturers spend 
28°7, of the income from gross sales 
for advertising. 


Naarden Entertains 19 Argentine 
Specialists at Its Plant 

N. V. Chemische Fabriek Naard- 
en, Naarden, Holland, was host 
September 26 to 19 specialists in 
perfume and flavor compounds 
from Argentina, S. A. The affair 
was enjoyed by all. 


Above are the newly elected officers of the Philadelphia Cosmetic Assn. at the anniver- 
sary banquet. They are, from left to right, Hurst Eckles, Russ Kumbula, Jon E. Stein, 
Mrs. Helen Van Sylke, Harry Barr, and Chester H. Tosh. 


delphia Cosmetic Assn. last month. 
There were 75 displays by mem- 


bers. 
Officers elected were: Jon E. 
Stein, Dana Perfumes, president; 


Russell Kumbula, J. V. Pilcher Co., 
vice president; Hurst Eckels, T. J. 
Holmes Co., secretary; and Chester 
H. Tosh, John H. Breck Co., trea- 
surer. Newly elected board mem- 
bers included Edward Churchill, 
Edward J. List, William F. Moran, 
Leon I. Stein and Fred M. Farnell. 

Features of the show were a cos- 
metic buyers’ forum and the anni- 
versary banquet. Leon Stein acted 
as moderator of the forum. Mrs 
Helen Van Sylke, Glamour maga- 
zine, made the keynote address at 
the banquet. 


Armour Co. Division Produces 


Powdered Hand Cleanser 


The Industrial Soap Division, 
Armour & Co., Chicago, IIL, is dis- 
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Cosmic Rays Used to Open Box 


of New Coty Meteor Perfume 


Another one of the clever presen- 
tations of a new product which 
have been made by Coty under the 
presidency of Philip Cortney took 
place September 26 at the H: ayden 
Planetarium, New York City when 
the new perfume “Meteor” was in- 
troduced. Grover Whalen, chair- 
man of the board presided and in- 
troduced Robert R. Coles chairman 
of the planetarium who described 
the nature and source of cosmic 
rays and meteors. Meteor perfume 
was revealed for the first time by 
the power of the seventh cosmic 
ray which opened a star shaped box 
and disclosed the perfume. In a 
ballet sequence a dancing star 
representing a creature from outer 
space took up the perfume and 
presented it to a model who wore 
1 “Meteor” dress designed in Paris 
in honor of the new perfume. Prin- 
cipal executives of Coty were pres- 
ent to greet 500 invited guests who 
watched the presentation with in- 
terest. Audience reaction indicated 
the promotion to be a success. 


Dow Chemical Co. Reports 
Record Fiscal Year 


Record-breaking sales of $339,- 
588,268 were reported by The Dow 
Chemical Co. in its 54th annual re- 
port to stockholders covering the 
fiscal year ended last May 31. The 
sales figure was 54 per cent above 
that of the previous year. Net earn- 
ings were also at an all-time high 
of $41,334,744, although they were 
up only 22 per cent after taxes of 


$68,200,000. 


ede Toohy (right), of E. R. Squibb & Son, presents a $7,000 check to cover production 

costs of the filmstrip “Promoting the Prescription Department” to Dr. Victor W. Eimicke 

(left), supervisor of the Audio-Visual Extension Service of the New York City College 
School of Business. 
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Shulton, Inc, at its annual branch managers meeting in New York, N. Y. 


Los Angeles, publicity director Lee Russell; 


Sales; 


New York City College Starts 
Drugs, Cosmetics Retail Course 


The New York City College Mid- 
town Business Center will offer in- 
tensive training programs in retail- 
ing drugs, cosmetics and pharmacy 
administration in the semester 
starting October 15. Classes meet 
for one 3-hour evening session a 
week under the supervision of an 
instructional staff of drug execu- 
tives. 

The drugs and cosmetics pro- 
gram is composed of two sections: 
merchandising and promotion. The 
first deals with such subjects as 
buying goods that will sell, profit- 
able merchandise control, effective 
stock control, and pricing. The lat- 
ter covers salesmanship, product 
information, sales promotion, dis- 
play, modern store design and lay- 
out, and = advertising. Further 
information may be obtained b 
writing to the City College Mid- 
town Business Center, 430 West 
50th St., New York 19, N. Y. 


Products Sold Also Intra-State 
Not Subject to Cal. F. T. Act 


Products being sold through 
both intrastate and interstate com- 
merce are not subject to fair trade 
price maintenance under the Cali- 
fornia F.T. Act. This decision was 
made by Superior Court Judge 
Frank G. Swain in the case of Cal- 
Dak Co., Colton, Cal., manufac- 
turer of clothes baskets, against 
Sav-On-Drugs Inc., L.A., which had 
not signed a fair trade agreement 
with Cal-Dak and had been selling 
the products below the fair trade 
price. The judge maintained that 
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; general sales manager Frank Carpenter; 


and Southwest branch manager Paul Stoneman, 


the manufacturer’s sales success in 
California affected their ability to 
sell in other states, thus affecting 
interstate commerce, making its 
commerce subject to the federal 
Sherman Act. 


Warner-Hudnut Contemplates 


36 in. Blade Cartridge Razor 


Warner-Hudnut is designing a 
razor employing a replaceable car- 
tridge containing a 36 in. strip of 
coiled Swedish steel. Twisting a 
key, it is said, would place a fresh 
cutting edge into position. Razor 
and cartridge are reported to be 
designed for competitive pricing 
with popular brands. 


Detroit Firm Tests New Nail 
Polish Containing Nylon 


Faye Laboratories, Detroit, 
Mich., is introducing the first item 
in a new line of handcare prepara- 
tions, a nail polish containing 
nylon. Following tests in Detroit 
beauty salons distribution to other 
areas will follow. Initially Gibbs 
& Cox. will be exclusive distribu- 
tors from their Detroit beauty sup- 
ply headquarters. 


Soap Company Agrees to Stop 
Synthetic Detergents Attack 


The Federal Trade Commission 
has accepted a stipulation from a 
Burlington, Iowa, soap company 
that it stop claims that synthetic 
detergents are harmful to the skin 
or to fabrics, contrary to findings 


by the F.T.C. 


, constructed a program extending through the summer of 1952 
and coordinating tentative products, point-of-sale merchandising, and national advertising plans. Above, George L. Schultz (standing), 
Shulton president, greets territorial branch managers and the New York executive planning committee in the showrooms at Rockefeller 
Plaza. Left to right are midwest branch manager William Guindon, Chicago; 
Schultz 


Atlantic sales manager Malcolm Stearns, New York; Mr. 
advertising manager Elizabeth Shoemaker; West Coast branch manager Norton Breiseth, 
metropolitan division manager Richard Parks, New York; Mrs. Teresa Tinker of General 
Dallas. 


OPS Expected to Drop Beauty, 
Barber Shop Violation Charges 
The OPS is expected to drop all 
cases instituted against beauty and 
barber shops for price ceiling vio- 


lations before their services were 
exempted by law from control. 


Mennen Co. to Use Invoice 
Clause to Maintain Prices 


The Mennen Co., Newark, N. J., 
will use a fair trade clause as part 
of invoices to direct customers to 
maintain fair trade prices. 


Drug Stores Gain as 
Cosmetic Outlets 


The largest gains—since 1949— 
for purchases of individual cos- 
metic items of any type store have 
been scored by drug stores, accord- 
ing to Dell Modern Group’s 17th 
“Survey of Beauty.” 


1952 Western Packaging 
Exhibit Set For Los Angeles 


The fourth Western Packaging 
and Materials Handling Exposition 
is scheduled to be held in Los 
Angeles in the fall of 1952. 


Cosmopolitan Features Tie-In 
Promotion with Drug Outlets 


The October issue of Cosmopol- 
itan features editorial matter on 
deodorants and a feature article by 
Rupert Hughes on “My Favorite 
Druggist” as part of a tie-in promo- 
tion of drug outlets and the mag- 
azine. 
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NPA Report on Packaging 
Materials Encouraging 


The National Production Au- 
thority, Container and Packaging 
Division has issued a quarterly re 
port. Features are: 

Collapsible tubes—Total ship 
ments declined 8.2 percent below 
the first quarter. However, med 
icinal and pharmaceutical tube 
shipments increased 2.9 percent 
over the first quarter due to defense 
orders and packaging of new prod- 
ucts. Aluminum and lead supplies 
were reported tight but the tin sup- 
ply was adequate. 

Glass containers—Production 
and shipments exceeded 30 million 
gross or a 6.4 percent increase reg- 
istered over the first quarter. ‘This 
was made possible by an adequate 
supply of most raw materials. Se- 
lenium, used for clear transparent 
glass, is the major material prob- 
lem. The industry is still operating 
below capacity. 

Packaging closures—The total 
production of metal and _ plastic 
caps was down 5.3 percent from the 
t,430,215,000 produced in the first 
quarter. Milk closures were down 
13.7 percent, and crowns were 4.0 
percent less. Shipments were down 
in all categories from 2.6 percent 
for the total metal and plastic caps 
to 24 percent for crowns, compared 
with the first quarter. 

Folding paper boxes—The dol- 
lar value of shipments was about 
the same as the first quarter al- 
though 56.2 percent over the sec- 
ond quarter of 1950. For the first 
time in almost a year, the April box 
shipments exceeded the total or- 
ders entered. 

Set-up boxes—Production of set- 
up boxboard continued to increase 
from 187,844 short tons of the first 
quarter to 202,387, or a 7.7 percent 
increase. Inventory positions im- 
proved from the first quarter with 
some order backlogs reduced. Sup- 
plies of kraft paper, metal foil and 
transparent wraps were reported 
low. 

Metal cans—Total shipments in- 
creased 14.5 percent over the first 
quarter. Inventories of tin, terne 
and black plate declined. The 
strong demand for cans could not 
be met and some manufacturers 
were voluntarily allocating cans to 
users. Some users were changing to 
other type containers to meet re- 
quirements. 


Plastic films—Generally, the sup- 
ply was insufficient to meet de- 
mand. The June total of defense 
orders for polyethylene amounted 
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to almost 45 percent of produc- 
tion. This heavy demand left a 
shortage of polyethylene for many 
essential packaging requirements. 
Demand for cellophane continued 
strong with the supply of carbon 
bisulfite tight. 


Angelique Promotion Uses 
Parfum Carriage 


Angelique Perfumes is reviving 
an old French custom of personal 
delivery of perfume by coach. The 
promotion opened in New York 
City in cooperation with Lord & 
Taylor. Purchases of Angelique’s 

UMBAASAAAA 





Lee Swartout Drives Faye Emerson 


fragrances at Lord & Taylor total- 
ing $10 or more were delivered— 
in Manhattan only—by a restored 
1908 Glide touring car, which 
sprays perfume as it travels and is 
driven by a duster-clad chauffeur. 

The promotion opened on Sep- 
tember 25 with Faye Emerson mak- 
ing the first delivery. She presented 
Angelique’s check for $500 to the 
Damon Runyon Cancer Fund 
and autographed five $100 bottles 
of Angelique’s Black Satin for the 
first five people to match the con- 
tribution. 

Following its New York promo- 
tion, which closed October 6, the 
Parfum Carriage left on a tour of 
leading cities. 


Mich. Chemical Assn. Schedules 
Meetings, Christmas Party 


The Chemical and Allied Indus- 
tries Assn. of Michigan will meet 
Monday evenings October 29 and 
November 26 at the Detroit-Leland 
Hotel. A Christmas party will be 
held Saturday evening, December 
8, at the Hotel Book-Cadillac. The 
organization held its final golf 
meet of the 1951 season at the 
Plum Hollow Golf Club on Sep- 
tember 25. 


NPA Small Business Office 
Issues Plant Pointers 


The Office of Small Business of 
the NPA has issued a_ two-page 
pamphlet which itemizes 69 points 
which should be checked periodi- 
cally to maintain plant cleanliness, 
reduce accidents and increase pro 
ductive efficiency. 

The bulletin, one of a series of 
defense production aids designed 
to help small manufacturers, points 
out that a well-lighted, clean and 
orderly plant generally has fever 
accidents, better employee morale 
and a good production record. 

Free copies of “A Checklist for 
Small Plant Housekeeping” may be 
obtained from Printing Services, 
Department of Commerce, Wash- 
ington 25, D. C., or from any De- 
partment of Commerce field office. 


Legion Magazine Surveys Men’s 
Toiletries Preferences 


The American Legion Magazine 
has completed a national mail sur- 
vey of its subscribers. 

In answer to. the uestion: 
“How many times per week do you 
Shave?” 52.7 per cent of the re- 
spondents answered seven times, 
6.8 per cent more than seven times, 
7.2 per cent six times, and 5.5 per 
cent five times per week. Regard- 
ing use of products, 48.7 per cent 
said they regularly use shaving 
cream requiring a brush, 26.7 per 
cent favored the brushless type, and 
favored the brushless type, and 
35.3 per cent prefered shaving 
soap. After shave lotion was used 
by 60.1 per cent of the respond- 
ents, after shave powder by 30.5 per 
cent. 

Palmolive was the brand favored 
by 22.8 per cent of the brush shav- 
ing cream users, and 16.1 of the 
brushless type shavers. Williams 
was tops with 27.9 per cent among 
shaving soap users. 

Mennen was favorite with 26.9 
per cent of the after shave lotion 
users and 33.7 per cent of the pow- 
der users. Fitch was favorite of the 
22.2 per cent of the 63.3 per cent 
of the respondents who use hair 
shampoo, and Wildroot was in the 
top spot among hair tonics, being 
preferred by 27.2 per cent of the 
56.6 per cent of the respondents 
who use such products. 


National Beauty Salon 
Week Scheduled 

The Second National Beauty 
Salon Week will be held during 
the week of November 4. 





October, 1951 


293 





Sew sa 
Bight Sido (3 


% iy 
Lene WO 


~ 


ah 


on SCiry 
a> yy 
4 


£AN or 


S$ 
f 


With prices for many imported oils abnormally 


high it is possible to reduce costs with 


SYNFLEUR’S 


Bergamotte Artificial, Series AB 
Geranium Artificial, Series AB 
Lemon Artificial, Series AB 
Vetivert Artificial, Series AB 


We can supply items in any of the series listed 
above specifically designed for use in either per- 


fumes, powders, creams or soap. 


Yes, since 1089, Synfleyr has been serving, and 
saving money for, the American cosmetic industry. 
Now, in another difficult period SYNFLEUR RE- 
SEARCH is ready. 


Turn to 
Experience 


for Saving 


REG 7 U.S. PAT. OFF. 


SynllearS cientific Laboratories le —_ Monticello. Y. 


FOUNDED 1669 BY ALOIS VON ISAKOVICS 


ATLANTA - DETROIT - NEW YORK - LOS ANGELES - SAN FRANCISCO - MEXICO, D. F. 
HAVANA e MELBOURNE e BURMA e HONG KONG e BOGOTA ee SAN JOSE 
CIUDAD TRUJILLO e GUAYAQUIL e GUATEMALA CITY e CALCUTTA e WELLINGTON 
MANAGUA e PANAMA e ASUNCION e MANILA e SAN SALVADOR e MONTEVIDEO 
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Indian Essential Oils 
Being Standardized 


The Indian Standards Institu- 
tion is making marked progress in 
its work of standardizing Indian es- 
sential oils. The work has been un- 
der way since 1948 anda report was 
recently published by Dr. Sadgo- 
pal. When wholly completed the 
standards will be published. 


FDA Elaborates Hydrolyzed 
Plant Use Rules 


The Food and Drug Adminis- 
tration is maintaining its policy 
on hydrolizel plant products. Un- 
der these rules, monosodium glu- 
tamate may be used only in a food 
where it is recognized as an op- 
tional ingredient, and may neve1 
be used in a way to hide inferior- 
ity or damage, or to make the 
product appear better or of greater 
value than it is. The ingredient 
may be declared by name, and 
need not be called an artificial 
flavoring. 

Hydrolized proteins (amino acid 
salts) with all their monosodium 
glutamate may be declared as salt 
and hydrolyzed plant protein or as 
salt and hydrolyzed vegetable pro- 
tein. Where a substantial propor- 
tion of monosodium glutamate 
has been removed, it should be 
mentioned in the following man 
ner: “hydrolyzed vegetable protein 
with reduced monosodium gluta- 
mate content.” 


Swift Offers Patents for Licens- 
ing of Interest to Trade 


Swift & Co. Chicago 9, IIL, has 
placed the following patents pri- 
marily of interest to raw material 
houses in the cosmetic and its allied 
industries as available for licens- 
ing: 

Pat. 2.484,788. Deodorization 
and Distillation of Fats. Patented 
Oct. 11, 1919. Apparatus for deo- 
dorizing fats, wherein the fat mate- 
rial is placed in a still and contin- 
uously subjected to a high degree 
of vacuum. A cyclone separator 
mounted in a fat-treating cham- 
ber has a series of jets about its 
periphery. A conduit extends 
downwardly from separator below 
level of the fat. When the vapors 
enter the conduit, they undergo an 
abrupt change of direction and 
throw out any liquid droplets re- 
maining in the vapors. The fat- 
free vapors are withdrawn from top 
of separator and discharged from 
the chamber. Groups 20—11—92; 
28—95; 35-51-69. Reg. No. 42,- 
936. 

Pat. 2,528,482. Recovery of Ster- 
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ols From Wool Fat. Patented Oct. 
31, 1950. Process for recovering 
sterols and sterol esters contained 
in the wool fatty material obtained 
from wool scouring waters. The 
fatty material is subjected to a de- 
colorizing operation in the pres- 
ence of a liquefied normally gase- 
ous hydrocarbon solvent at temper- 
atures from 160° F. to 170° F. and 
pressures of from 550 to 600 
pounds per square inch. The color 
bodies separate as a liquid phase. 
Ihe fatty material is subjected to 
a fractionating operation, and a 
liquid phase Tich in sterols and 
sterol esters separates from a heav- 
ier phase containing the major por- 


tion of the fatty material. Group 
28—29—81—95. Reg. No. 42,940. 
Pat. 2,529,446. Gum  Guaiac 


Treatment. Patented Nov. 7, 1950. 
Method of treating gum guaiac to 
prevent color formation when used 
to stabilize fatty materials to be 
used as a shortening in preparing 
baked products. A solution of gum 
guaiac is treated with hydrogen 
peroxide while allowing the tem- 
perature to rise not in excess of 
170° F. until the color-forming 
characteristic of the gum guaiac is 
destroyed. Example given in pat- 
ent. Group 20—92. Reg. No. 42,- 
941. 


Prohibitions in FTC 
Arrid Order 


From the Federal Trade Com- 
mission ruling in the action against 
Carter Products Inc. and Small & 
Seiffer Inc. who make and distrib- 
ute Arrid deodorant it appears 
that the word “stops’” may not be 
used when applied to Arrid’s un- 
derarm action. “Prevent”? may be 
employed when “used as directed” 
—usually daily or as frequently as 
necessary. The “use as directed” 
must be employed in connection 
with claims about odors and dry 
armpits. The statement that the 
product will not cause skin irrita- 
tion is prohibited. 


BIMS of Boston Announces 
Winners of Golf Party 


Winning golfers at BIMS of Bos- 
ton’s final party of the season were 
S. P. Barron, Rexall Drug Co.; 
. J. Conlon, Dow Chemical Co.; 
Hart Harris, S. B. Penick Co., 
W. E. Kell, Ungerer & Co.; Harold 
Coleman, Rexall Drug Co.; D. P. 
Newall, Howe & French, Inc.; 
James Barnes, S. S. Pierce & Co. 
and J. A. Farley, Commercial Sol- 
vents Corp. The event took place 
September 12 at the Nashua 
(N.H.) country club. 


Officer in Korea Sends 
Scented Order Blank 


Block & Kuhl, Quincy, Ill. has 
received a scented order blank 
from an American army officer in 
Korea. It specified that a bottle of 
Houbigant Chantilly perfume be 
sent to his wife in San Francisco. 
He found the blank on a rice 
paddy. 


British Government Threatens 
Ban On Price Arrangements 


British retailers and manufac- 
turers are facing the threat of gov- 
ernment legislation aimed at mak- 
ing illegal the fixing of price main- 
tenance policies. In an immense 
range of British retail trades, the 
foundation of trading is the con- 
trol of resale prices by manufactur- 
ers. Argument advanced by the 
Government—accurately yet hypo- 
critically—is that price mainte- 
nance kills competition. 

Traders retort with a loud horse 
laugh that the government is itself 
the arch-price-fixer of all times. 
Gas, electricity, transport, wages, 
taxation, insurance and ‘safety 
from the cradle to the grave Na- 
tional Health Service’ schemes are 
all ‘price fixing’ and price fixing 
which the poor enlien can do 
nothing about. 

In another aspect—the levying 
of Purchase Tax—the Government 
is the arch-villain, for the retailer 
is forced to pay a Purchase Tax of 
33%, 66% or 100% on a very wide 
range of ‘goods which he may sell 
or may not sell. And now the Gov- 
ernment is pengeeing to force him 
to pay tax at the appropriate rate 
on goods which he must then 
price-cut, since price maintenance 
has been banned. In the matter of 
employee wages too, the govern- 
ment imposes stated levels which 
must be paid, whether the em- 
ployee is good, bad or indifferent. 
Or whether the business is paying 
or whether its throat is being cut 
by price cutting. 

Biggest objection to the new pol- 
icy may in fact come from em- 
ployees, who see their safety en- 
dangered. Small wonder that retail 
trade organizations throughout 
Britain are girding their loins for 
a whale of a fight over this 
proposal! 


Fels & Co. Test Markets 
New Liquid Detergent 


Fels & Co., producer of Fels- 
Naphtha soaps and soap chips and 
Felso detergent, is test marketing a 
new liquid detergent, tentatively 
called Rol, in several areas. 
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Special Cases and Parts for 
Men's and Women’s Ac- 
cessories are an Important 
Part of Mack Production 


SRL! 


Custom Molded Closures and Bot- 
tle Tops by Mack, can be pro- 
duced to Customers’ 


_ me. precision 


dence for all'‘plastic molding 


requirements. One of the 
original plastic molders, m0 p d S 
Mack experience dates back 


over three decades to the 
beginning of the industry. 
From design to final inspec- 
tion, Mack Molding methods 
are keyed to meet industry's 
varied needs. Complete ser- 
vice—from blueprint to finish 
— features deliveries to meet 
assembly line schedules. 
Inquiries will receive prompt 
attention; address Mack 
Molding Company, Inc., 
Wayne, New Jersey. 


Mathie 


MOLDED 


EXCELLENCE 


OVER 30 YEARS 
OF MOLDING SERVICE 
TO INDUSTRY 


FROM 3 COMPLETE PLANTS 
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Better Business Bureau Stamp- 
ing Out Coupon Fraud 


Acting with its usual skill and 
promptness the Better Business .>u- 
reau of New York City, Inc. has 
practically dealt a death blow to 
the illegal diversion of redeemable 
coupons in the New York area 
The racket which has plagued the 
soap companies particularly was 
computed to total a million dollars 
annually. 

Soap companies, food companies 
and other manufacturers who em- 
ployed the merchandising promo- 
tion of redeemable coupons, fight- 
ing individually were at a disad- 
vantage until the Better Business 
Bureau of New York City launched 
its campaign September 6, at a din- 
ner in the Waldorf-Astoria hotel. 
The speakers were Hugh R. Jack- 
son, president of the Better Busi- 
ness Bureau of New York City, 
Miles McDonald, the fighting dis- 
trict attorney of Kings County, 
Henry B. Montague, post office in- 
spector in charge, New York divi- 
sion and A. F. Guckenberger secre- 
tary, New York State Food Mer- 
chants Assn. 

On the dais were outstanding ex 
ecutives affected by the racket and 
key government enforcement offi- 
cials. Among them were Federal 
Justice John C. Knox of the Dis- 
trict Court for the Southern Dis- 
trict of New York; Frank J. Parker, 
U. S. Attorney for the eastern dis- 
trict and Irving H. Saypol, U. S. at- 
torney for the southern district; 
James H. Sheils, Commissioner of 
Investigation, New York City; An- 
thony Masciarelli, New York Com- 
missioner of Public Markets; Wil- 
liam Lyman, presiding justice of 
the Municipal Court; Frank Fris- 
tensky, first deputy police commis- 
sioner; and Rolf H. Kielland, at- 


torney in charge, Federal Trade 
Commission. 
Business executives much con- 


racket 
Procter & 


cerned in stamping out the 
were Reed E. Bartlett, 
Gamble Co.; Merritt Braydon, 
Grand Union Co.; P. D'Agostino, 
National Retail Grocers Assn. and 
Buy-Low Grocery Corp.; I = 
Drew, Lever Bros. Co., H. N. Frank, 
General Foods Corp.; R. L. Loch- 
ner, Atlantic & Pacific Tea Co.; 
Charles Gristede, Gristede Broth- 
ers; D. L. Harrington, R. H. Don- 
nelly Corp.; G. P. “Johansen, Adver- 

tising Distributors of America, Inc.; 

M.S. Lachner, soap dept., Colgate. 
Palmolive-Peet Co.; H. Letsche, 
H. J. Heinz Co.; C. Nickel, H. C. 
Bohack Co.; Morris Sharfstein, 
president, New York State Fcod 
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Merchants Assn. and John H. 
Traed past president of that asso- 
ciation; and John C. Wood, chair- 
man of the Better Business Bureau 
of New York City. Representatives 
cf leading business, general maga- 
zines and newspapers were also 
present. 

The campaign was well organ- 
ized; a tremendous amount of use- 
ful publicity was obtained and the 
support of the proper enforcement 
officials was enlisted by the Better 
Business Bureau of New York City, 
all of which contributed to the suc- 
ce’s of the campaign. 

Manufacturers in the soap, cos- 
metic and allied trades are familiar 
with the fraud which involved the 
illegal diversion and cashing of re- 
deemable coupons intended to give 
housewives a reduction in the price 
of articles specified on the coupons. 
The coupons are usually distrib- 
uted by mail, by door to door can- 

vassers and are often printed in 
newspaper advertisements. This 
method of securing the introduc- 
tion of new products has been 
found to be effective on many oc- 
casions as is evidenced by the fact 
that over ten million dollars in 
such redeemable coupons are dis- 
tributed in the New York area ev- 
ery year. 


McKesson & Robbins Schedules 
Druggist Gift Promotion 


McKesson & Robbins will use an 
eight page, full-color spread of gift 
item advertising in December 
around the theme: “This year, try 
your druggist first!’ Sixteen Sun- 
day comic sections will be em- 
ployed. Point-of-sale promotions, 
and a dealers’ window and interior 
display contest will also be fea- 


tured. 


Firm Grants Ineffectiveness 
of Its Bust Cream 

The Federal Trade Commission 
has gained a stipulation from a 
New York firm that it will cease 
advertising that its bust cream 
benefits the firmness and structure 
of the breasts. 


W. Beauchamp Observes 25 Years 
with George Lueders & Co. 


Wilfrid Beauchamp, manager of 
the Canadian branch of George 
Lueders & Co., celebrated his 25th 
anniversary with the company on 
September 7. He was presented with 
a service pin and watch as gifts 
from the employees and the com- 
pany. 


Average Secretary Spends 
$35 per Year for Cosmetics 


The average secretary spends 
$35 per year for cosmetics accord- 
ing to a nation wide survey con- 
ducted by the magazine Today’s 
Secretary, published by the Gregg 
Publishing Co. Of this $6 is spent 
for lipsticks; $3 for powder and $2 
for rouge. Perfume and cologne 
cost $8; and about $3 for nail pol- 
ish. The foregoing were classified 
as “office” cosmetics. About $20 per 
year is spent by 46% of the secre- 
taries for permanents at beauty 
shops during the year. For home 
permanents $5 per year is spent. No 
mention is made of creams or lo- 
tions. 


OPS to Cease Beauty, Barber 
Shop Price Control Threats 


The OPS has assured representa- 
tives of the N.H.C.A. and 
N.B.B.M.A. that its New York City 
and New Mexico offices would 
cease threatening beauty shops 
with prosecution for violation of 
the price control law. The local of- 
fices were unaware of the amend- 
ment exempting beauty and bar- 
ber shops from price and wage con- 
trol. 


West Disinfecting Co. Markets 
All-Purpose Cleaner, Hand Scap 


West Disinfecting Co., New York 
N.Y., is marketing All-Purpose 
Cleaner, designed for most sur- 
faces. It is said to combine the ad- 
vantages of an all-vegetable oil 
soap with those of a synthetic de- 
tergent and an alkaline polyphos- 
phate water softener. 

The concern is also distributing 
an antiseptic liquid hand soap for 
reducing bacterial flora on the 
skin, of special importance to food 
handlers. The product contains 
hexachlorophene and lecithin as 
skin softener. 


Heyden Chemical Co. 
Reports Top Sales 


Heyden Chemical Corp.'s sales 
in the first quarter of 1951 were 
the highest in the company *s his- 
tory with earnings per share more 
than double those in the like quar- 
ter of 1951, John P. Remensnyder, 
president, reports. 


New Detergent Concentrate 
Launched by John Sexton & Co. 


A new detergent concentrate 
named Professor Foster’s Discovery 
has been launched by John Sexton 
& Co., Chicago, II. 
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Dr. Alexander Farkas Writes 
Popular Book on Perfume 


A brief history of the civilizing 
influence of fragrance is given in 
“Perfume Thru the Ages” by Alex- 
ander Farkas, ScD., perfumer for 
Faberge, Inc. which has just been 
published by Psychological Library, 
publishers. The volume which is 
bound in light blue cloth covers, 
contains relatively few pages of text 


Dr. Alexander Farkas 


about 28—but in that compass the 
author has presented in an interest- 
ing way for the general reader a 
cultural chronology of the origin 
and history of perfume. Significant 
developments in the past 60 cen- 
turies together with adequate de- 
scriptions of the principal compo- 
nents of perfume are given. In an- 
other book intended primarily for 
professional readers Dr. Farkas will 
attempt to correlate the art of per- 
fumery with the findings of modern 
psychology. The price of the book 


> c 
is $2. 


Justice Department to Call for 
Bids on Seized Cosmetic Firm 


The Office of Alien oa of 
the U. S. Department of Justice is 
about to call for bids on a seized 
German cosmetics firm, Ferd. Mul- 
hens, Inc. A prospectus has been 
prepared and is available to poten- 
tial bidders. Bids are expected to be 
opened about 30 days after the call. 
The firm, which formerly belonged 
to a German concern, was seized in 
1942 and has been operated by the 
government ever since. 


Modernizing Program Completed 
by Turner White Metal Co. 


An extensive program of modern- 
izing production facilities to in- 
clude the manufacture of aluminum 
tubes has been completel by the 
Turner White Metal Co., New 
Brunswick, N. J. according to an 
announcement by John E. Turner 
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A. S. P. officers, Luis deHoyos, Jr. and Bernard Polak, guests of Fred Fielding 


Jr. The company, he stated is in an 
excellent position to supply pure tin 
tubes to companies permitted to use 
them. 


Sweetest Day on Nation-Wide 
Basis Set for October 20 


Sweetest Day is to be celebrated 
on a nation wide basis October 20, 
according to the National Sweetest 
Day Council, 75 E. Wacker Drive, 
Chicago, Ill. It is an occasion ofler- 
ing all an opportunity to remember 
the sick, the aged and orphaned 
and also friends, relatives, and asso- 
ciates whose helpfulness and kind- 
ness we have enjoyed. As such the 
Council points out, it offers an 
unusual opportunity far selling 
all kinds of gift items such as cos- 
metics, perfumes etc. Falling mid 
way between Fathers’ Day in June 
and Christmas in December it pro- 
vides for the opening of fall 
merchandising programs, 


Parke, Davis & Co. Grants 
Wayne University $30,000 


Parke, Davis and Co. has given 
Wayne University, Detroit, Mich., 
a grant of $30, 000 to furnish and 
equip a teaching laboratory to be 
named Parke-Davis Laboratory in 
Pharmacy. 


Society of Perfumers Officers 
Guests of President Fielding 


President Fred W. Fielding of the 
American Society of Perfumers was 
host to the directors and past presi- 
dents at Monticello, N. Y. recently 
where plans were formulated for 
the coming year which promises to 
be another milestone in the prog- 
ress of the association. After lunch- 
eon an afternoon executive meeting 
was held and in the evening a din- 
ner and show was enjoyed at the 
Concord, Lake Kiamesha. ‘Those 
present were President Fred W. 
Fielding, Secretary William H. 
Barlow, Directors George J]. ‘Tom- 


bak, Basil Pegushin, Frank Spitaleri 
and George Sanders; and also 
former presidents William Dunney 
Sr. and Dr. A. T. Frascati. 


Among Our Friends 


LESLIE LIONEL HALL of Kol- 
mar-Australia accompanied by Mrs. 
Hall are now in the United States. 
Mr. Hall familiarized himself with 
the latest products, formulae, man- 
ufacturing techniques and controls 


L. L. Hall and John Rix 


at Kolmar’s executive offices, and 
then left for a visit to the Port Jer- 
is plant after which Mr. and Mrs. 
Hall flew to Oakville, Ontario, 
Canada for a visit to the company’s 
plant there. The accompanying 
photograph shows Mr. Hall and 
John Rix, president of Kolmar 
International taken in front of the 
company’s Milwaukee building. 


G. M. VANKIRK has retired as 
manager of the Hazel-Atlas Chi- 
cago sales office. CARL F. HABER- 
STICK has taken over the position. 
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MAURICE COLA, Roure Ber- 
trand Fils & Justin Dupont, Grasse 
and Argenteuil, France, has re- 
turned to New York following an 
extended trip by airplane since 
January to the principal cities of 
all South American countries. 
Shortly after his arrival here, Mrs. 
Cola arrived from France for her 
first visit to this country since 1929. 
Mr. Cola expects to remain in the 
United States for two or three 
months before returning to France 
and will spend much of his time 
with executives of Roure-Dupont, 
Inc. New York, representatives in 
the United States of the French 
company. With Mrs. Cola he also 
plans to visit places of interest in 
the United States on the eastern 
seaboard. 


MICHAEL HARRIS vice presi- 
dent in charge of exports for Max 
Factor & Co. accompanied by JACK 
B. MIER, vice president in charge 
of foreign sales are visiting the com- 
pany’s distributors in Colombia 
and Venezuela in connection with 
1952 merchandising plans. 


MRS. MADELINE SCOTT of 
Smith & Scott Ltd., perfumers of 
Bailey’s Bay, Bermuda, has been 
enjoying a well earned vacation in 
the United States. While here she 
visited her son Michael a freshman 
in Duke University, Durham, N. C. 
and also spent much time in con- 





Mrs. Madeline Scott 


ference with DR. JEAN MAR- 
TINAT, in New York, who laid 
the foundation for the scientific 
work that is being done in the ex- 
traction of native flower oils and 
who has acted as consultant in all 
research projects. Mrs. Scott was 
impressed with the growing interest 
in Bermuda perfumes and foresees 
a growing demand for them in the 
United States. 


_ROYDEN STEWART has re- 
signed from the staff of American 


Druggist to become managing edi- 
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tor of FDC Reports, Washington, 
D. C. He was formerly editor of 
Glass Packer. 


MAURICE CHEZ, president of 
Sales Builders Inc. distributors for 
Max Factor & Co. spent an entire 
week last month airplaning about 
the United States and dipping 
down into cities throughout the 
country to hold brief meetings with 
each of the regional sales man- 
agers. 


ROBERT B. CLARK has been 
elected secretary of Warner-Hudnut, 
Inc. He is a chemist and a lawyer. 

ELIZABETH SHOEMAKER, 
advertising manager of Shulton 
Inc. was married October 5 to 
ERNEST RAYMOND SHANKIN, 
the author. 


FLORENCE E. WALL has re- 
turned from her vacation in Mex- 





Florence E. Wall and A. F. Godefroy 


ico City. While there she visited 
A. F. GODEFROY in his beauty 
salon. 


G. PETER DANCO, son of 
GERARD J. DANCO, president of 
the Essential Oil Assn. and of the 
company which bears his name, 
was married October 6 to Miss 
Elaine Grace Zoda in St. Joseph's 
Catholic Church, West Orange, N. 
J. The bride is the daughter of Mr. 
and Mrs. Thomas E. Zoda. Mr. 
Danco was graduated from Lafay- 
ette College in 1951 and is now with 
the U. S. Radium Corp. as research 
chemist. 


HENRI ROBERT, director of 
the De Laire Division of Dodge & 
Olcott, Inc., New York City, has 
returned from a three months’ visit 
to Paris. The results of his recent 
experiments at the laboratories of 
Fabriques de Laire, in Issy le 
Moulineaux, and Calais will be ap- 
plied and integrated with the work 
on perfume specialties he will con- 
tinue to do in the New York labo- 
ratories of the De Laire Division. 


RUPERT C. WATSON has 
been appointed sales representative 
for the New York metropolitan 
district, Philadelphia, Boston, and 
New England by Albert Verley & 
Co., Chicago and New York. Mr. 
Watson has a record of 20 years 
experience in the aromatic mate- 
rials field, specializing particularly 
in the sale of perfume compounds 





R. C. Watson 


and bases to toilet goods manufac- 
turers. The Verley Co. has its main 
office in Chicago headed by David 
A. Bennett and the New York of- 
fice is under the management of 
Edward Strobl. A _ completely 
equipped plant at Newark, N.J., 
is maintained for the production 
of aromatic products under its own 
direct supervision. 


WILLIAM S. FAIRHURST has 
been appointed sales manager and 
A. E. EISENKRAFT sales repre- 
sentative of Fleuroma, Inc. Mr. 
Fairhurst began his career in the 
essential oils business in 1932 with 
Louis J. Zollinger. In 1937 he 
joined ‘Tombarel Products Corpo- 
ration, New York, American sales 
agency for the French firm of 
Tombarel Freres, rising to become 
vice-president of Tombarel Prod- 
ucts. He left that concern earlier 
this year. 


COL. MARSTON T._ BO- 
GERT, dean of the chemical indus- 
try, first medalist of the Society of 
Cosmetic Chemists and former con- 
sulting editor of The American 
Perfumer, toasted the guests from 
abroad in a splendid address at the 
12th International Congress of 
Pure and Applied Chemistry at 
the Waldorf-Astoria hotel, New 
York City. Another distinguished 
speaker was Dr. James B. Conant, 
president of Harvard University. 
Among those who arranged the af- 
fair were FOSTER D. SNELL, 
EVERETT B. McDOUGH, and 
H. B. McCLURE. 
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Oil YLANG YLANG isan integral and 


important part of many perfumes. 


Oil YLANG YLANG of whatever grade,—and there are many, 
usually the quality varying inversely with the 
price,—is becoming increasingly hard to obtain. 
Formulae invariably have to be adjusted to 
compensate for the quality prevail- 


ing with each purchase. 


@ WHY not standardize with a good synthetic YLANG YLANG, 
the quality of which remains constant regardless of 
wars, floods, droughts, pestilence and what-not. 


@ WE offer for your consideration two grades:— 


YLANG YLANG SYNTHETIC REGULAR 
YLANG YLANG SYNTHETIC EXTRA 


These fulfilled requirements during World War Il and 
have been in use ever since. 


If you have not already made their acquaintance, 
samples and prices are yours for the asking. 


ORBIS 


PRODUCTS 


CORPORATION 
COSMETIC RAW MATERIAL PERFUME BASES QUINCE SEED AROMATICS 
WATER SOLUBLE GUMS ESSENTIAL OILS OLEO RESINS 215 PEARL STREET, NEW YORK THYMOL 
FOOD COLORS FRUIT FLAVORS STEARIC ACID FACTORY AND LABORATORY: WAXES 
NEWARK, N. J. 
CHICAGO PHILADELPHIA BOSTON LOS ANGELES MEMPHIS, TENN. 
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VICTOR H. MARQUIS, metro- 
politan representative for Albert 
Verley & Co., has returned from a 
brief vacation along the Resti- 
gouche River, New Brunswick, 
Canada, where he fished for salmon 
with his usual luck. Fishing is a 
sport enjoyed by Mr. Marquis 
who has made some fine catches off 
Montauk Point and along the Jer- 
sey coast where he enjoys a reputa- 
tion for his skill in surf casting. 
He usually continues his fishing un- 





Victor H. Marquis 


til the middle of December, dur- 
ing week ends. He plans his next 
trip to the Gaspe Peninsula. All 
types of fishing, fresh and salt wa- 
ter, appeal to him; and like every- 
thing else that he does he enters 
into it wholeheartedly. 


DR. PAUL BEDOUKIAN, 
Compagnie Parento, has returned 
from a trip to Colombia, S.A., 
where he spent several weeks visit- 
ing different cities. It was essen- 
tially a business trip and was made 
by airplane. 


JACOB MANHEIMER was the 
guest of the Cosmetic Importers, 
Buyers & Suppliers Assn., Septem- 
ber 13, at Toot Shor’s, New York, 
N.Y., in celebration of his 75th year 


in business. Ray Schlotterer acted 
as toastmaster, 
DR. CORNELIA T. SNELL, 


research group leader of Foster D. 
Snell, Inc., addressed the 13th 
Summer Conference of the New 
England Assn. of Chemistry 
Teachers at the University of 
Rhode Island. The subject was: 
“Consulting Chemistry as an Ex- 
ample of Industrial Research.” 


YOSHIO MIWA director of the 
Japanese Junior Chamber of 
Commerce and vice president of 
Marumiya Soap Mfg. Ltd., Ry- 
ogoku, Tokyo, Japan, has been vis- 
iting the trade in the United States. 
He is the son of Zambi Miwa, who 
operates two toilet soap companies 
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in Japan and is remembered for 
his visit to the United States some 
years ago. 


FRANK BAUMGARDNER, 
Anchor Hocking Glass Corp., has 
been appointed chief of the glass 
container section of the N.P.A. 
containers and packaging division. 


W. R. TENNY is president of 
the new ‘Tenny-Randolph Co., 
which has placed “On Your Toes” 
on the market this fall. Mr. Tenny 
was with Lentheric, Inc. for over 
25 years and resigned to develop 
the foot lotion for tired feet. 


DAVIS FACTOR, chairman of 
the board of Max Factor & Co., 
has returned to Hollywood from a 
three weeks’ visit to branch offices 
in New York and Chicago. He was 
accompanied by his son, Davis 
Jr., 16. 


ROBERT BRUCE has been ap- 
pointed by Anglique and Co., Inc. 
to handle their perfume lines in 
northern California. 


MONA OSER, chief biologist at 
Food Research Labs., Inc., has com- 
pleted 25 years of service with the 
concern. 


GEORGE R. PARKINSON, 
president of Parkinson Perfumes, 
Inc., Katonah, N. Y., recently re- 
turned from a three-month visit to 
France and the primary essential 
oil markets in Grasse. 


Obituary 
Dr. Curt P. Wimmer 


Dr. Curt P. Wimmer, pioneer 
in cosmetic education, chairman of 
the medal award committee of the 
Society of Cosmetic Chemists and 
former professor and _ associate 
dean of the College of Pharmacy 
of Columbia University, died Sep- 
tember 9 in the Horace Harding 
hospital, Queens 2, at the age of 72 
years. 

Dr. Wimmer was born in Sal- 
zungen, Germany, and came to this 
country as a boy. He was graduated 
from the College of Pharmacy in 
1902 and in 1904 received his doc- 
tor’s degree in pharmacy. In 1927 
he was awarded an honorary mas- 
ter’s degree by the University of 
Connecticut for his work in organ- 
izing the Connecticut College of 
Pharmacy. In August of this year he 
was elected honorary president of 


the American Pharmaceutical Assn. 
He was also honorary president 
and life member of the New York 
State Pharmaceutical Assn. and 
was president of the New York 
Academy of Pharmacy. He was also 
editor of the New York State 
Pharmacist. In 1946 he retired 
after 40 years of service on the 
faculty of the College of Pharmacy 
of Columbia University and 18 
years as associate dean. 


His contribution to the cosmetic 





Dr. Curt Wimmer 


industry was notable. He was the 
first to offer scientific courses in the 
manufacture of cosmetics; and 
many men now in important po- 
sitions in the industry took his eve- 
ning courses in the early twenties. 
These were continued until he re- 
tired, when others carried on the 
work. He was mayor of Ocean 
Beach on Fire Island where he was 
a Summer resident for 45 years. 
He was the author of many scien- 
tific articles and was formerly a 
contributing editor of the Ameri- 
can Perfumer. 

He is survived by his widow, 
a son, a daughter, and a sister in 
Munich, Germany. 


Frederick W. Fitch 


Frederick W. Fitch, 81, founder 
of the F. W. Fitch Co. died October 
1 in his home at. Des Moines, Iowa. 

Mr. Fitch started the business in 
a barn at Boone, Iowa, in 1892. 
Later he established plants in Bay- 
onne, N.J., Los Angeles, Toronto, 
and Jackson, Miss. In 1949 he sold 
the firm to Groves Laboratories, St. 
Louis, for more than $2,000,000. 

Surviving are his wife, two sons, 
and two daughters. 


I. H. Bander 


I. H. BANDER, 66, vice-presi- 
dent of McKesson & Robbins, Inc. 
in charge of drug sales and buying 
activities, died September 9 in New 
York. Interment took place in 
Westchester Hills Cemetery, Mt. 
Hope, New York. 
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NYA offers these dependable and high quality 
imitation oils for replacement of naturals 


GERANIUM IMITATION 
LAVENDER IMITATION 
YLANG YLANG IMITATION 
VETIVERT IMITATION 


BERGAMOT IMITATION 


and many others 
WE SOLICIT YOUR INQUIRIES 


QUALITY SERVICE PRICE 


NEW YORK AROMATICS CORP. 
Essential Oils — Aromatic Chemicals 
Perfume Bases 


New York 38, N. Y. 


5 Beekman St. 


increased resistance 


to wetting 


+ 


g°0d white color 


write today for sample 
and further information 
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C onsoLiDATED 
Established 1858 FRUIT JAR CO. 


NEW BRUNSWICK, NEW JERSEY 


SHEET METAL GOODS : SPOUTS : SPRINKLER TOPS : DOSE CAPS 
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ee 





A. CAVALLA, inc. 163 Wesr 18x Sreer, NEW 


— NYTAL 300 
the Her talc 


1100-mile-per-hour jets of high-temperature compressed 
air whirl particles of high grade talc ore around in a 
fluid energy mill to produce Nytal 300. . . a finer, softer 
talc than could be obtained by any of the conventional 
grinding methods. 

Each tiny particle in the air stream literally shatters 
itself against its neighbor to give an average particle 
size of only 1.8 microns by air permeation. Only a trace 
of Nytal 300 is left on a 325-mesh screen. 


This fine talc offers you greater softness, adherence, 
covering power, and resistance to wetting, as well as a 
good white color (Higgins Brightness approx. 91). 


R. T. VANDERBILT CO. 


specialties department 
230 Park Ave., New York 17, N.Y. 
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RICE adjustments by individ- 
ual producers rather than 
general advances or reduc- 

tions furnished the highlights in 

flavoring materials, basic chem- 
icals, and closely related articles 
over the past month. 

The individual price adjust- 
ments were in keeping with price 
regulations under the present 
emergency program. Prices of 
guaiacol vanillin were boosted 25¢ 
per pound by a leading producer 
and its prices for ethyl vanillin 
were likewise advanced by 55¢ a 
pound. Another producer an- 
nounced a reduction of 314¢ a gal- 
lon in isopropyl alcohol. The lower 
prices became effective September 
1 on spot purchases and October | 
to contract customers. Simultane- 
ously the producer increased its 
prices on synthetic methanol and 
glacial acetic acid. Although the 
above changes were made by in- 
dividual makers nevertheless they 
were regarded as an indication as 
to what may be expected in the 
way of general price trends later 
on. 


Trading Quiet 


Trade in essential oils, aromatic 
chemicals and closely related items 
became rather quiet over the past 
month in the face of controls, the 
turn of events in the international 
situation, and seasonal influences. 

The quietness could in some 
measure “ traced to the fact that 
consumer inventories continued 
quite large as the result of the 
heavy buying that took place late 
last year following the outbreak of 
the Korean war. Passing of the 
summer season brought a slacken- 
ing in the call for citrus oils and 
other articles for beverages and 
trade in those articles that go into 
soaps and insecticides also turned 
quieter. 

The trend in essential oils ap- 
peared rather mixed with mint 
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Market Quiet; Few Adjustments 


oils, particularly spearmint, being 
marked by considerable strength, a 
continued shortage of bergamot, 
and a hardening price trend in 
some of the French floral oils. Ar- 
ticles displaying a rather soft tone 
included citronella, anise, patch- 
ouli, cardamom and sandalwood. 

Among the other chemicals, so- 
dium benzoate displayed an up- 
ward trend and such articles as 
benzaldehyde and thymol were 
rather difficult to obtain. In- 
creased demands especially for the 
account of confectioners served to 
keep citric acid in a relatively firm 
supply position notwithstanding 
the fact that greater quantities 
were coming into the market as the 
result of an increased production. 
Tartrates were rather unsettled 
because of a spotty demand and 
continued high crude material 
costs. 


Glycerin Supply Squeeze Likely 


With glycerin stocks having de- 
clined from 65,000,000 pounds 
early this year to about 58,000,000 
pounds in July the supply outlook 
is regarded as rather serious for the 
final quarter of this year. Military 
demands are on the increase and a 
seasonal resumption in several con- 
sumer lines is likely to bring 
about somewhat of a squeeze in the 
supply of this major item. In 
World War II, or before commer- 
cial production of synthetic glyc- 
erin got underway, real concern 
was expressed when glycerin stocks 
ran close to the 50,000,000 pound 
mark. The decline in stocks this 
year include the availability of syn- 
thetic material. The trend in naval 
stores, namely turpentine and 
rosin, has been upward. Turpen- 
tine is the basic material from 
which synthetic camphor is made 
while rosins enjoy a wide indus- 
trial demand including chemicals, 
pharmaceuticals, soaps, adhesives 
and plastics. The hardening trend 








in turpentine and rosin was attrib- 
uted to a combination of circum- 
stances including a sizable export 
order for Germany, government 
support prices for the gum and 
dwindling supplies. 

Much optimism prevails among 
aromatic chemical manufactur- 
ers. Thus far trade has been rather 
slow, but greater government ex- 
penditures and stepped up opera- 
tions in several consumer lines in 
anticipation of the coming year- 
end holiday season should stimu- 
late trade in aromatics and various 
specialties in the weeks ahead. A 
leveling off in the cost of certain 
basic items including several of the 
oils should tend to make for 
greater stability in aromatics, it is 
pointed out. 


Menthol Stabilizes 


Following a period of falling 
prices for many months a some- 
what better tone developed in men- 
thol. Some observers went so far as 
to state that they believed the mar- 
ket had about reached the bottom 
of the decline. Lower costs of cit- 
ronella oil have tended to encour- 
age greater production of synthetic 
menthol, but the bulk of the de- 
mand will continue to be filled out 
of the supply of natural material 
from Japan or Brazil. At the close 
spot prices for natural menthol 
were fully $4 per pound below the 
quotations prevailing here early 
this year. For a time fair size offer- 
ings of new crop menthol were 
coming through from Japan for 
September-October shipment, but 
later these offerings were with- 
drawn which in turn served to have 
a firmer influence in the local mar- 
ket since no sizable quantities will 
be available from Brazil until an- 
other new crop period next year. 
Trade with China, a major source 
of natural menthol, remains en- 
tirely cut off. 
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Siam for UNIFORM PURITY 
a UNIFORM TEXTURE 
et 
a UNIFORM WHITENESS 


Experimental data and prac- 

tical manufacturing experience of nearly 

100 years’ specialization in beeswax and beeswax 

compounds are at your service without cost or 

obligation. Write about your beeswax problems to 

WILL & BAUMER CANDLE CO., INC., Syracuse, 
N. Y. Est. 1855 


Spermaceti—Ceresine—Red Oil—Yellow Beeswax —Composition 
Waxes — Stearic Acid — Hydistear 


7} eMC Me eee 


Yj KO Se meee) 1) eh 4 
Sd ee By a, 
° i 1 neering to solve your 
special problems TN 


) ¥ ; in TT TCt 
y) OF | ro 
/ FINE ££ a 
LABELS , . 
TAGS & 
PACKAGES 


154 WEST I4'H STREET, NEW YORK Il, NEW YORK 
TEL: OR.5-0228 


Absolute French PerfumeBases | 


All of the Most Popular Types 


Series 300 Oils 


Water Soluble Perfume Oils a 
Exquisite Perfumes in Bulk i = ” Givasies oa tah by ose 


of your representatives: 
Write for our price list of new low prices. 
For 30 years we have served a satisfied clientele. Our | 
consulting Department is always at your service. | i NAME 


EK. M. Laning Company |! souss 


433 Stuyvesant Avenue Irvington 11, N.J. 
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PRICES IN THE NEW YORK MARKET 
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(Quotations on these pages are those made by local dealers, but are subject to revision without notice) 

























ESSENTIAL OILS Citronella, Ceylon ...... 140@ ~~ 2.00 Neroli, Bigarde P. ...... 85.00@ 95.00 
DE dbepGyiwneeus cde oc 190@ 2.25 Petale, extra NF ....... 155.00@ 180.00 
All prices per lb, unless otherwise speci- PME nce cs euuaseca 135@ 1.80 Nutmeg, East Indian ..... 4$.35@ 5.10 
fied. Cloves, Zanzibar ......... 3.35@ 3.60 Oc Rs 
. ' sa , ~— pe otea Cymbarum ...... 804 1.00 
Almond Bit, FPA per lb. . 3.25@ 4.25 Madagascar ........... 3.50@ 3.75 Citieman-.._. Ss 30@ 7.00 
SE OE eichevarvens 58a 75 CNT “Ve neneesvnccuses 2.50@ 3.00 eee ee eee i : 

: ; ra - ee : Pe Opopanax ....... ....--- 45.00@ 48.00 
Apricot Kernel ......... 554 .70 Coriander ............... 26.00@ 32.00 Orange, Florida ..... 280 Nom’! 
PG ee etd ee kane es6es 1.75@ 2.50 CE Wada Gensivevcess 5.004 6.20 Brazili: Sea “. as 

on on a roe rap = eda gadadaaha 150 Nom’ 
Angelica Root ........... 135.00@ 170.00 ere ere 5.65@ 7.00 Calif. exp 27154 
Es. cs duakevoces 1.70@ 1.85 Dill as ............ tree 
Aspic (spike) Span ...... 3.00@ 3.80 Weed ..........eeeee: 1.00G 4.50 Orris Root, abs. (oz.) .... 65.00@ 70.00 
NEE bac6ies enececuns 1.10@ 1.50 ME Sadsorndescasieen cs 6.25@ 6.85 — 36.00 Nom’ 

IU Cet cenndstcuces:s 6.75@ 6.90 mee ; ia emi 
ere . 1.20@ 2.00 Eucalyptus 80-85% ...... 130@ 1.55 fee aches a : Now 
WE. oaivaewas seuss 15.00 Nom’l Fennel. Sweet ........... 240@ 3.20 E ee eer ce ca. b 
Sa @ 9c ’ DEED dC aanaowneas 4.5004 4.85 
Artificial esses ren ee $23@ 6.00 Celene COIN) ccc te decidsas 6.75@ 7.10 Peppermint natural ...... 7.354 7.65 
Birchtar, crude .-........ 1.50@ = 1.55 EE weavecnnndecen 2.00@ 2.50 Redistilled ........ ‘ 785@ 8.20 
Birchtar, rectified ....... 1.00 4.50 . : it Oe a ee ae aa 
Bois de R 1650 5 00 Geranium, Rose, Algerian 26.00@ 32.50 Petitgrain ..... ara 3.75 
ee ee ane NSS e he KES ees — ” Bourbon ............-. 26.50@ 32.00 Pimento, Berry ......... 4.80@ 5.50 
; ; EE a tnatesoddvndes 8.50@ 10.00 Rae ieee away ---- 235@ 2.95 
Cade, U.S. P. sete eeeeeees 40a a CE 6 we dens Waawae 21.75@ 25.00 Pinus Sylvestris ......... 2.654 2.85 
Cajeput U_S, P. ......... 225@ 2.65 Guaiace (Wood) ...... .. 15@ 2.00 UNIS occuaudcades .. 285@ 3.20 
Cajuput (technical) ..... * a one I ae 2.50@ 2.80 Rose, Bulgarian (oz) ..... 10.00@ 60.00 
Calamus ..... cocecscccse SOOe FOR : tose a se, i : : 
Camphor “White” ....... 50a 65 Juniper Berry .......... 2.70@ 3.65 Synthetic, Ib ......... 26.00@ 32.00 
Cananga, native ......... 8.25@ 10.00 | Ee eee 4.00@ 4.85 Rosemary, Spanish ...... 89@ 1.35 
Rectified .. ... --. 950@ 985 DE cdwccagervee ess 4.25@ 5.00 SONG DOO: oc eiccavas 954 1.25 
SR ec ve vet euawdane 1.054 5.10 Lavender, French ....... 4.50@ 10.00 Sage, Dalmatian .. ...... 13.25@ 14.10 
SE “Witcecsdwencea 60.00@ 85.00 EN GME. 6 onc cesses 5.00@ 5.10 Sandalwood, N. ft. ...... 12.00@ 12.50 
RI ca dd ¢eneeeaae ee 10.00@ 48.00 SE hdacvaneuasnews 1.35@ 8.00 Sassafras— 
Cassia, rectified, U.S. P.. 5.15@ 5.75 Lemongrass .......... .. 3.55@ 4.00 Artificial ....... a ae oe 854 1.25 
Cedar leaf U.S. P. ..... 3.25@ 3.50 Limes, distilled .......... 7.70@ 8.50 Snake root ...... éctcece SR ae 
Ce. WE occ ecakecees 654 .70 REE, cntecetvcvcces 7.75@ 9,00 EEE dwancdaceuaga 6.35@ 6.85 
CRUE, ici vacdiccccenseus 17.00@ 17.75 Eine WOOO «0622-082: 4.654 4.80 SNMONE  téc-canee eae ad 2.50@ 2.75 
Chamomile Hungarian ...280.00@ 325.00 Me CGMP veccesnceas 10.00@ 12.00 Sweet birch Southern .... 2.25@ 3.00 
Cinnamon oil, Bark ..... 35.00@ 50.00 ME, WNakaedwsKeentens . 455@ 6.00 Northern .........; .-- 490@ 7.50 
SMO eects pence anus 2.75@ 3.10 Marjoram ..... aveeenes 135@ 4.60 BO iceck adugeaets 8.60@ 9.00 


OIL ORRIS ROOT LIQUID ABSOLUTE 
ORRIS CONCRETE. 


ORRIS OLEORESIN (Resinoid) 


Experience demonstrates that none of the substitutes for Orris 
is wholly satisfactory in giving the characteristic Orris note. 


It is therefore fortunate that these well known Bush specialties 


are now readily available. 


W. J. BUSH @ CO., Inc. 


ESSENTIAL OILS ... AROMATIC CHEMICALS ... NATURAL FLORAL PRODUCTS 






We have moved to larger offices at 


19 WEST 44TH STREET, NEW YORK 18, N. Y. . MUrray Hill 7-5712 


LINDEN, N. J. NATIONAL CITY, CAL. 
MITCHAM 







LONDON 





WIDNES 
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Something to Sell? 


A few words in the Classified section of 
AMERICAN PERFUMER will be seen by 
your prospective buyers when they are 
ready to buy. 

Try this inexpensive way to get your mes- 
sage to the whole Perfumer market... . 


Here’s my message 


wi 
ready combinations 
BOTTLES & BOXES 


SAVES YOUR 
PACKAGING PROBLEMS 
Rich looking perfume bottles in handsome 
boxes mean increased sales FOR YOU. 
Attractive striking colors in rayon or cotton 
velour paper boxes. 
Ask for illustrations and quotation 
Samples at wholesale prices 


ul d b uPry 


IMPORT © INC. 
309 Fifth Avenue New York, New York 


Importers of ground glass bottles. Guaranteed leakproof. 


@ ROUBECHEZ perfume chemists 
can help you create “An Original” 
fragrance that is distinctly differ- 
ent and modern. 

Consult us regarding your indi- 
vidual problem. 


ROU BECHEZ, Inc. 


ESSENTIAL OILS e AROMATIC CHEMICALS e PERFUME BASES 
8 East 12th Street, New York 3, N. Y. 
OWNERS AND DISTRIBUTORS OF THE WILSON GLIDER CLOSURES 
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pe ee 35@ 2.75 C 16 (Strawberry Ethyl Propionate ........ .90@ 
ae he ty Paid 2.35@ 2.80 so-called) ....... 6.25@ .70 Ethyl Salicylate ......... 1.00@ 
Valarian, extra .......... 75.00@ 88.00 Amyl Acetate ........... .60@ 1 Ethyl Vanillin .......... 7.30@ 
Vetivert— Amyl Butyrate ....... .- 100@ 1,25 rr rere 2.75@ 
Haitian ............... 22.00@ 25.00 Amylcinnamic Aldehyde . 2.20@ 2.40 | ee. 
BE aca ncesnci .. «»» 30.00@ 35.00 Amyl Formate ........... 100@ 1.25 Geranoil, dom, .......... 2.40@ 
DD weckcndunes .. 29.00@ 35.00 Amyl Phenylacetate ..... 3.75@ 4.10 Geranyl Acetate ......... 3.75@ 
Wintergreen, Southern ... 3.35@ 15.00 Amyl Propionate ........ 1.25@ 1.60 Geranyl Butyrate ..... -. 630@ 
Northern ............. 6.00@ 13.50 Amyl Salicylate ......... 100@ 1.25 Geranyl Formate ........ 6.35@ 
Wormseed .............. 785@ 8.50 Amyl Valerinate ........ 2.00@ = 2.50 Guaiac Wood Acetate .... 4.65@ 
Wormwood ............ 6.75@ 7.00 PE a i deaau se éxen ens 140@ 1.60 Heliotropin, dom, ....... 3.50@ 
Ylang Ylang, Bourbon ... 20.00@ 25.00 Anisic Aldehyde ......... 2.70@ 2.90 Hydrotropic Aldehyde ... 6.30@ 
Oe ae .... 12.85 Nom’ Anisyl Acetate .......... 5.85@ 6.00 Hydroxycitronellal ...... 9.40@ 
Benzyl Acetate .......... .15@ 85 PUNE Rie BC a cee ase cwecss - 20.00@ 
TERPENELESS OILS Benzyl Alcohol .........  .78@ 85 Beta ...... Wieieeiewe, ee 
pi Benzyl Butyrate ........ 2.00@ 2.35 Methyl .... . coce RO 
Bay ....-- 002 eee cence eee 2.70@ 2.90 Benzyl Cinnamate .... 3.30@ 3.60 NODS. ois didi decexes 1.65@ 
Bergamot . .........--.. 20.00@ 21.50 Benzyl Formate .. . .. 200@ 2.30 Iso-butyl Acetate ........ 1.00@ 
Grapefruit .... -. +++ 30,00@ 38.00 Benzophenone ... ... 1.75@ 2.00 Iso-butyl Benzoate ....... 1.10@ 
Lavender totes tenes 11.00@ 15.00 Benzyl-Iso-Eugenol . 9.75@ 10,00 Iso-butyl Salicylate ...... 2.15@ 
Lemon ..... veces ceeees 90.00@ 52.00 Benzyl Propionate . . 160@ 2.20 SUES oc esinnovwsane 4.65@ 
Lime, ex. ....--.. vesese+ 80.00@ 90.00 Benzyl Salicylate .. 1.90% 2.10 DES ics cca anadewe 2.10@ 
Distilled ........ --+++ 60.00@ 62.00 Benzylidene Acetone .. 2.00@ 2.75 SMI Cedaios cvenecencs 7.10@ 
pie ; ac - Bromstyrol .... 5.75@ 6.35 Linalyl, Acetate 90% .... 6.85@ 
ne sweet .. .... ...135.00@ 1 10.00 Butyl Acetate, normal .. 19Y4Z@ 20% Meteo aol a sikiaxs 4.854 
eppermint .... . .. 15.00@ 15,25 C Aleohol 3 104 3. a Linalyl F : 13.054 
Petitgrain ..... Beage 66 AD ‘innamic Alcohol ..... 3.10G 75 inalyl Formate ..... ... 13.05@ 
Semana 875@ 10.00 Cinnamic Aldehyde . 125@ 1.40 Linalyl Propionate ....... 11.90@ 
— _— F aS ays p Cinnamyl Acetate ....... 3.75@ 4.50 PUNO ka dcedccesccaws 10.15@ 
DERIVATIVES AND CHEMICALS Cie C.F. wuss ee. OO OS Methyl Acetophenone ... 1.50@ 
Citronellol ....... ee = 5 Methyl Anthranilate ..... 4.00 
Acetaldehyde 50% ....... 2.15@ 2.50 Citronellyl Acetate ...... 4.95@ 20 Methyl Benzoate ........ 60@ 
Acetaphenone .... .... . 1.60@ 1.80 Citronellyl Butyrate ..... 6.50@ 6.85 Methyl Cinnamate ....... 1.75% 
Alcohol C8 ............. 200@ 2.35 CIID oxicccecesscess 2.95@ 3.50 Methyl Heptenone ....... 7.15@ 
Ce wlksans cemadincede 12.60@ 14.00 Cuminic Aldehyde ...... 5.90@ 6.35 Methyl Heptine Carbonate 45.00@ 
BM adicencdeusiuwken 2.00@ 2.30 Diethylphthalate ........ 50@ 05 Methyl Naphthyl Ketone 4.75 
Cae au dk skew ete . .. 13.60@ 14,50 Dimethyl Anthranilate ... 5.75@ 6.00 Methyl Phenylacetate .... 1.20@ 
BE <n wa eaais eee 2.30@ _~—.2.65 Diphenyl Methane ..... . 1LI@ = 1.30 Methyl Salicylate ........  .55@ 
Aitetege CS occccsecces 9.00@ 11.00 Ethyl Acetate ........... 35@ 38 Musk Ambrette .......... 5.60@ 
Ua edieeeune o-ssee BEEN Ata Ethyl Benzoate .. .......  .85@ 90 MIN xtgeweseesiesas 5.35@ 
Sa Nisdekixesosccums 8.35@ 8.60 Ethyl Butyrate viene Dae 95 PN a eh tnis Kehewed a 1.65@ 
ar Vnniwcwenenmaneaen 18.60@ 20.00 Ethyl Capronate .. .. ... 2.20@ 3.15 Neroline (ethyl ether) ... 2.50@ 
Clee. eas ceucivnes .. 15.75@ 16.50 Ethyl Cinnamate ........ 245@ 2.80 Paracresyl Acetate ....... 2.20@ 
C 14 (Peach g0-calle d) 685@ 7.50 Ethyl Formate 


siataas 0G 80 Paracresyl Methyl Ether . 2.50@ 





se 0 eS a et 
i ue 
asceucoeso 


twinoete 


a2 
aa 
Sa 


5.00 
3.90 
6.85 
10.00 
22.00 
11.25 
10.00 
1.80 
1.75 
1.50 
3.00 
4.90 
2.80 
7.85 
7.05 
5.10 
13.85 
12.50 
10.60 
1.90 
Nom’! 
1.00 


995 


<.40 


8.00 
60.00 
Nom’l 
1.85 
80 
5.85 
5.60 
1.90 
2.80 
2.75 
3.00 













‘introduction of this new face powder material 
Et it have constantly increased because the use of 
ily ‘represents a development in fine face powders. 
. i cpticaal silky. soft, smoothness, the complete ab- 
se of odor and the extremely fine. particle size of it. 
§ its extraordinary adhesiveness actually improves a 
© powder in which it is used. As little as 5%/, added to 
your formula will bring about this result although it is 
being used in some face powder to the extent of 15% and 
@ formula is offered showing its use in this percentage. 

Samples are at your disposal and we believe that ‘this 
is one of the Plymouth products which warrants a serious 
investigation by every face powder manufacturer be- 
cause it has real merit and will improve your product. 
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MODERN 


FRENCH TYPE 
PERFUME, FRAGRANCES. 


LET US BE YOUR FACTORY 


Concentrate your efforts on sales 
Feature of the Month Ww 


ae We do the manufacturing for you 


Spice Piquant Bot. tr 


TRADITION AND ARTISTRY" Bulk and complete packaging service 
$9.00 LB. DELIVERED 


Just as a fine sculptor signs his work, 
so does a reputable manufacturer 


PERFUMES DEVELOPED FOR EVERY PURPOSE 


Call or write for samples and 
series “500” leaflet. 


MANUFACTURING CHEMISTS 


— Coston, 5 
CHEMICAL PRODUCTS, INC. osmetries, Vic. 


359 Wes: Broadway New York 13, N. Y. 


RE 2-4823-4 21 Irving Place New York 3, N. Y. 


SUPERIOR MINIATURE BOTTLES 


With Leak-proof Stoppers in many attractive colors 


Special Glass Products Co. 


10 West 33rd St. Ae lm Flavor by Ernest C. Crocker. 

New York 1, N.Y. oe } Philosophy of flavor perception, chemistry of flavoring 
agents . . Methods of preventing off flavors in 
commercial producis 


Synthetic Food Adjuncts by Morris B. Jacobs, Ph.D. 
Synthetic food colors, flavors, essences, sweetening 
agents, stabilizers and similar food adjuncts .. $6.25 


BOOK DIVISION 
Moore Publishing Co. 48 W. 38 St. New York 18, N. Y. 


JOHN HORN 835-839 TENTH AVE., NEW YORK 19, N.Y. 
DIE STAMPING ENGRAVING EMBOSSING 


} Telephone: re Cable Addres: 
COLUR“BUS 5-5600 HORNLSBELS NEW YORK 
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Paracresyl Phenyl-acetate . 4.75@ 5.40 Phosphate, tri-basic .... .06%,@ .07% Salicylic Acid .......... 4A2@ Nom’! 
Phenylacetaldehyde 50% . 2.75@ 3.25 Camphor, pwd., domestic. .60@ 62 Saponin No. 1 ........... 245@ 2.60 
ei TD teat ain 4.104 4.65 Castoreum, nat., cans .... 7.10@ 15.00 Silicate, 40°, drums, works, 
Phenylacetic Acid ....... 165@ 2.25 Cee, BEG. ccc accvees 150@ = 1.55 DN he c cavcacees 1.10@ 1.40 
Phenylethyl Acetate ..... 2.00@ 2.50 Chalk, precip, bags, clts .. .027,@ 03 Sodium Carb. 
Phenylethyl Alcohol ..... 175@ 2.00 Cherry Laurel Water, jug, 58% light, 100 pounds . 1.60@ 4.62 
Phenylethyl Butyrate .... 4.20@ 4.50 SN bin ai are oar hwalck bon 125 Nom’ Hydroxide, 76% solid, 
Phenylethyl Propionate .. 3.40@ 4.00 oe eee ... 234%@ 29% i” Eee 3.35@ 4.55 
Phenylethyl Salicylate ... 4.354 4.80 CRVOG: GUD oo dsedscenes 4.25@ 12.00 PN 6 Ka keen donne 34G 37 
Phenylethyl Valerianate . 5.70@ 5.90 Cocoa butter, bulk ...... .! 58144 09 SE xe ede5 Wt euedksnes 1.504 1.85 
Phenylpropyl Acetate ... 3.504 4.20 Cyelohexanol (Hexalin) . .30@G 32 BONE MOE Gasecssaces a 3914a Al 
 alidcchackstewnwews 1.25@ 1.50 Dextrine, white, cwt ..... 8.19@ 8.34 Tragacanth, No. 1 ....... 3.75@ 4.25 
Seated C. P. (en.) .....00% 2.65@ 3.40 Fuller’s Earth, Mines ton . 27.00@ 30.00 Triethanolamine ........ . 264@ 27% 
Styrolyl Acetate ......... 190@ 2.50 Green, Go oF ccc vececs. 544@ 55% Violet Flowers .......... 1.85 Nom’| 
Vanillin (clove oil) ...... 5.00@ 5.50 Soap lye, crude .......... 38@ 38% Zine stearate, U.S.P...... A1@ A3 
CEE | bvasnaceu ics 3.000 3.05 Gum Arabic, pwd, ...... 214 22 Cs, SRS accdeens 194@ 20% 
SE ere nyan oye WRS.s 3.00@ 3.05 BE ib dddgaWianwee 1640 17 : f ? 
Vetiver Acetate .......... 47.50@ 50.00 Gum Benzoin, Siam ...... 3.500 3.85 OILS AND FATS 
Violet Ketone Alpha ..... 9.90@ 10.25 PER ekabassaesese A0G 42 C: Cand ; 331, ( 333 
Yara Yara (Methyl ether) 2.25@ 2.80 Gum Galbanum ......... 804 95 oo refined, drums ... J34@ 33% 
Gum Myrrh ............. 304 37 oconut, crude, Atlantic e 
BEANS i ee 25@ 27 Sa agg a ea 9 aa 99 
7 Kaolin Osa 07 _ Double distilled, drums .205%44 22 
Tonka Beans Surinam ... 1.00@ 1.10 i aa ee tht a all aa = OG 7°00 Corn, crude, Midwest, 
Dn caxkeevesenked 1.75@ 1.80 ¥ . lin, | i es oes Fee es a ‘G 109 ON etic cicnedea: & 54a - 
Vanilla Beans "ae jal 6G = Corn Oil, refined, tanks . .187@ 189 
 ciceiensdveues 3.10@ 3.50 Ma pe, 7 ooh gles hes a ala Y Z " Cottonseed, crude tanks . .145%44 
Mexican, whole ......... §.50@ 6.00 magnesium, carbonate ... .11 4d ld 
Menleam o@h ........... 1.754 5.10 EE 5 od cre ananwed.kes A2G i 44 Grease, white ........... 09344 ee 
SED. Sagrencnesecevete 250@ 2.90 Musk, ounce ............ 10.00@ 50.00 Lard, Chicago ........... 17% Nom’ 
Olibanum, tears ......... 204 25 Lard, Oil, common, 
SUNDRIES AND DRUGS Siftings .........+..++. 16@ «1B BE SR vans eeeeds 13%@ 15 
Orange Flower Water, Olive, edible (gal.) ..... 2.50@ 2.75 
ED, Jcavecexns wd duds 1044 14 tie chedeanes WON 4eRs L75@ 2.25 Peanut, crude tanks ..... 16%4@ 17 
Ambergris, ounce ........ 8.00@ 17.50 Orris Root, Italian ...... 204 26 Peanut, refined tanks .... .1914@ 20 
Balsam, Cems ccccccce 1.504 1.70 Paraffin ak eae cooler es 065%@ 07% Red Oil, single distilled 
PWD Soave cuehuteeckess 2.10@ = 2.50 Peroxide (hydrogen U, S. P.) GU gone oo ved 1644 17 
Beeswax, bleached, pure dawn neue Ra wakewe sa 035444 05 
OY ere 804 82 Petrolatum, white ....... 0654@ 08% Double distilled ......... 18344 20 
Yellow, refined .......... 134 eae Quince Seed ........ aad 954 1.25 Stearic Acid 
Bismuth, subnitrate ...... 2.654 NP MED en vececwennes 18a .22 Triple Pressed ........ 18@ 19% 
Borax, crystals, carlot ton 61.25@ 81.25 Rose flowers, pale ....... A404 48 Double Pressed ....... .1554@ 17 
Boric Acid, U. S. P.. ton 129.00@ 133.50 Rose Water, jug (gal.) ... 150@ 2.00 Tallow, acidless, drums . .15@ .16% 
Calcium, Phosphate ..... O8@ 08% Rosin, M. per ewt. ....... 980@ 9.85 BOs QUIN vitcccaviices 09%a@ 09% 
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Telephone: ROdney 33-1430 
5800 NORTHWEST HWY. CHICAGO 31, ALLANOIS 
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CLASSIFIED ADVERTISEMENTS 


Rates 


per line, per insertion: 


and Help Wanted, 50c. 


Business Opportunities, $1.00; Situations Wanted 


Please send check with copy. 


SITUATIONS WANTED 


COSMETIC CHEMIST: 15 years of experience. Unusually good 
for all kind of face and hand creams, lipsticks, lotions, etc. Ex- 
cellent for a high class line. University graduate. Write Box 
2897, The American Perfumer, 48 West 38th St.. New York 18, 
New York. 


Young lady chemist, 6 years experience; excellent background 
in cosmetic products (dyes, perfumes, powders, creams, waves 
etc.) seeks position New York City area. Write Box 1, 1198 
Ocean Avenue, Brooklyn, N. Y. GEdney 4-5033, 


BUSINESS OPPORTUNITIES 


PRIVATE LABEL STICK COLOGNE 

We can offer the very best quality and handle large production 
volume. Many years experience—we are the originators. At 
present supplying some of the largest concerns in the country. 
MIR-I-BEN LIPSTICK LABORATORIES, 2508 Nicollet, Min- 


neapolis 4, Minn. 


WANTED: Chemicals, Colors, Pigments, Resins, Solvents, Oils, 
Aromatics, Other Raw Materials & Supplies, Machinery & Equip- 
ment: CHEMICAL SERVICE CORPORATION, 80-08 Beaver St., 
New York 5, N.Y., HAnover 2-6970, 





FOR SALE 


FOR SALE: 1-Pneumatic Scale Packaging Line, including tite 
wrap machine, 30/min. capacity; 2-Lee 400 gal. S/S Kettles, 100# 
jkt. pressure; 1-Lee 150 gal. agit. S/S Kettle, 100# jkt. pressure; 
29-S/S clad, open Kettles, 30, 40, 60, 75 and 80 gal. capacities, 
40% jkt. pressure; 8-Standard Knapp, Ceco & ABC Gluer- 
Sealers & Compression units; 5-Double spiral Ribbon Mixers, 
1200, & 1800 capacities; 1-Munson Rotary Dry Batch Mixer, 
2000# capacity; 1-Shriver 24” & 1-Sperry 30” Aluminum Filter 
Presses; 4-Day #71, S/S Roball Sifters; Dopp 350 and 650 gal. 
Open jkt. Kettles; Empire State Para Block Press; Stokes 
79-80 Tube Filler & Closer; Stokes DD & RD Rotary and 
Colton 3DT & #4-4 Single Punch Tablet Machines; 1-Fitzpatrick 
3/S Model D Comminutor; NJ Pony Labelrites; 50-Aluminum 
Storage Tanks including 800, 600, 250, & 200 gal. capacities. Only 
a partial list. Send us your inquiries, Consolidated Products Co., 
Inc., 14-15 Park Row, New York 38, New York. Phone: BArclay 
7-0600. 


‘ 





Note this 0. & C. and Ext. D. & C. Col- 
ors for Perfumes, Soaps, Shampoos, Bath 
Salts, Toilet Preparation Compounds, 
Woaveset, and Brilliantines. Try SAPONINE 
today—the perfect foam producer. 


SAMPLES MATCHED 





October, 1951 


310 


LEEBEN 


CHEMEC AL 


Interstate Color Co. Division 


389 WASHINGTON ST., NEW YORK 13, N. Y. 





Headquarters for 
Sodium Amide 


... free flowing powder 








HEPTINE & OCTINE CARBONATE ESTERS 


Methyl, Ethyl, Propyl 











Aldehydes: C-10 C-11 C-12 C-14 C-16 





Alcohols C-10 C-11 C-12 
Methyl Nony! Acetaldehyde 
Methyl Hexyl Acetaldehyde 


We welcome the opportunity to serve you. 


GENEVA AROMATICS, INC. 


10 AVENUE B., NEWARK, N. J. 





THE C. E. ISING CORPORATION 


MANUFACTURING CHEMISTS 
AROMATIC PRODUCTS 


FLORAL BASES 


ISOLAROMES 
(Fixatives) 
TRUODORS 
(For Perfumes and Toilet Waters) 
FOUNDED 1908 
FLUSHING ° NEW YORK 





Use F. D. & C. Certified Food 
Colors for Flavoring, Extracts, 
Flavors and all other food 
products. 


co, FNC, 





TEL.: WALKER 5-0210-0211 


The American Perfumer 









OUR CHEMICAL CONSULTANTS CAN HELP YOU 
In Cosmetic Formulation and Improvement 






We likewise serve in Packaging Problems . . . Perme- 
ability and Dermatological studies . . . Organoleptic Panel 
Tests on Taste, Odor, Flavor Evaluation. 













iVrite Today 
for Booklet No. 3 


FOSTER D. SNELL... 
RESEARCH LABORATORIES 
29 W 15'" St. New York II.NY 













“The Chemical 


Consultant and 


Your Business” E \ [ ra ; Mae OF 
CHEMICAL SERVICE 


LEBERCO LABORATORIES 


Irritation Studies—Sensitivity Tests 

Toxicity and Safety Tests on 

Shampoos—Cold Wave Lotions—All Cosmetics 
Pharmaceutical and Cosmetic Research 

Hormone Assays—Bacteriological Studies 


127 HAWTHORNE ST., ROSELLE PARK, N. J. 











ALBERT B. PACINI, Sc. 
Cosmetic Consultant 
Processes Products 
208 N. Maple Ave., East Orange, N. J. 
Tel.: ORANGE 2-7806 





Bo Prytz, Ph.D. 


Consultant 






Enzymes, analysis, pharmaceuticals, 
drugs and cosmetics 


Cold Spring Harbor, L. I., N. Y. 





Aromatic Chemicals 
FOR PERFUMERY AND FLAVORS 


Iso Propyl Quinoline e¢ Isobuty!l Quinoline 
Ethyl Anthranilate ¢ Butyl Anthranilate 


Skatol 
Linalyl Anthranilate ¢ Linalyl Isobutyrate 


FAIRMOUNY 


INC. 
600 Ferry Street Newark 5, N. J. 





B-W LANOLIN U.S.P. 


EVENTUALLY—For better creams, with economy 


B-W Lanolin the superior quality puts into your cream that which gives the 


skin that smooth soft velvety feeling. 





No other base used in your cream, equals the merits of B-W Lanolin. 


B-W HYDROPHIL (Absorption Base) Made in U.S.A. 


BOPF-WHITTAM CORPORATION 


Executive Office, Laboratory America’s Original Lanolin Producer Sales Office: 509 Fifth Ave. 
and Factory: Linden. N.J. ESTABLISHED 1914 New York, N.Y. 
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“L’ART de la PARFUMERIE par EXCELLENCE” 


DR. JEAN JACQUES MARTINAT 


PERFUMER-CHEMIST CONSULTANT 














Perfumes 
Cosmetics Creations of Highly Original Perfumes 
Toilet Articles Duplications of Most Difficult Fragrances 
Soaps Unique Kind of Professional Services. 
Flavors. 

333 WEST 52ND STREET, NEW YORK 19, N. Y. 


a 
a TEL. PLAZA 7-386) 















GEORGE W. PEGG Ph. C. 
Consulting Chemist 
MEDICINALS COSMETICS 


Specializing in Labeling and Advertising 
to meet Federal and State Regulations 


Appointments promptly arranged 
57 Fourth Ave. Telephone ORange 5-9007 East Orange N. -. 

















FIFTH AVENUE 
PROTECTIVE ASSOCIATION 


142 Lexington Ave. Our Own Building 
New York 16, N. Y. 


46 Years of “RESULT PRODUCING” Service 
Proves Our Worth. The “TRADES” Recognized 
CREDIT and COLLECTION AGENCY. 


“TRAVELING ADJUSTORS = RESULTS” 








| 48 West 38th St. : ; eek aioe New York 18, N. 3 


B-W Lanolin will never cause your cream to darken, is best by test and con- 
tains over 15% free and combined Cholesterol. 



















THE FUNDAMENTALS 
OF DETERGENCY 


by William W. Niven Jr. 


Midwest Research Institute 





1950 * 260 pages * illustrated * $6.50 = 


A complete treatment of the theory and practical 
applications of detergents. For an understanding of 
chemical formulation of modern detergents . 

Order now for Immediate Delivery 


THE AMERICAN PERFUMER 


October, 1951 3]] 





INDEX TO ADVERTISERS 


Alscoon Ghemaiend Ge. oucccccccveccces 


Alsop Engineering Co. ............. ~- 
American Cholesterol Products, Inc. 236 
Aromatic Products, Inc. ............ 237 
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Association of American Soap & Glye- 
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CAMILLI, ALBERT & LALOUE, S.A. 


Established 1830 
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CYSTE YLANG YLANG 
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